MARCH 1, 1941 


00 Tom’ SHOR ee 
RECORDER 


idl NATIONAL she} WEEK recor RY 


‘NOLOGY DEPT! WAT B= 1941 


: op | 
2 em — —— 





egy SF Rae Wy 























REG. U.S. PAT. OFF. 
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Pq = ie 3 Keds Runway 
= Po ’ Oxford for Men 

, 9 P ? 

BEY’RE COLORFUL — ee ’ and Women 


BEY’RE NEW 
BEY°’RE WASHABLE 








yr, ar ig unlined oxford in Cobites 
Tan Calf with an antiqued finish, o cae 
heel of ‘walking’ height. Ta ndrite’ Gall No 1053 


I. MILLER & SONS, Inc., Long Island City, N. Y. 


E. HUBSCHMAN & SONS, INC., PHILA., PA. 


Tanners of Fine Calf Leathers 





BOOT anv SHOE RECORDER, March 1, 19°1 : 
“« vA pst. Marc \ May \‘ . 


OC 


When vibrant girls of Teen-age want to look and 
feel their best during the warm season ahead, whether 
for parties or for the Easter parade, you will find an 
eager acceptance of this quality-made, punched loop 
tie. It will add just the right foot-sparkle to their 


Summery ensembles. 


This shoe with its in-built features and fine quality is 
typical of our intent that “Kali-sten-iks” shoes as a 


line shall be a Capital Asset for you. 


te No. 3786—W bite Elk Punched Loop Tie 
feyptes . .». &&COonD... 10 


44, to 9 . AAA, AA, A,BEC . $3.85 


No. M3786—Same in Big Misses 
344,to4 . . AA, A,B,C&ED .. $3.45 


No. 3753—Same as above in antique finish tan 
calf. 





RECORDER, published oay Sete by Chilton .). Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial and Executive offices, 
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Gale BEGINS WITH 


FOR THAT SPORTING TOUCH IN FOOTWEAR 


T.M. REG. U.S. PAT. OFF. 





| | ee is that talked-about tannage by Evans that opens a new 
chapter in sports leather luxury. It’s a hardy crushed goatskin whose 
good looks are lasting—yet it’s wonderfully soft and light and com- 
fortable to wear. See it in these country and campus shoes by Gale, 
oldest and largest manufacturer of women’s sports shoes. Gale is one 
of many smart makers banking on Brogandi. For Brogandi so brings 


out the best in sports styling that it seems part of the style itself. 







GALE SHOE MANUFACTURING Co. 
North Adams. Massachusetts 






6052 
All Brown Brogandi 











6045 
Blue and W bite Brogandi 


6046 
Brown and White Brogand: 


“I'm Brogi and I stand for all 
the Evans mannish leathers.” 





JOHN R. EVANS &@ COMPANY. - CAMDEN - NEW JERSEY 
Established 1857 
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Tue hot numbers were clicking and the com- 


“IT WAS A SWELL pany was doing a land office business. As the 


season went on, the owner figured the profits 


' SEASON UP TO on his mental books. And then came the 
INVENTORY TIME” dawn. It was inventory day ... in red and 


white the story was written and bad news was 


inevitable. Too many of the hot numbers 















were still on the shelves because the public 
ardor for them had cooled off and their fitting 


qualities were not too hot. 


IN the cold light of experience, the shoes that 
sell are the shoes that fit. Style alone is not 
enough. Foot De.icut shoes do have spirited 
styling, but fit is their birthright. That is why, 
at the season’s end, fewer Foot De.icnts 
are found on the inventory sheets to haunt a 


dealer’s midnight peace. 
















CYNWYD ENRO x 
Graceful, Stretchie* 4 
— accented by 
open metallic 

oxford. stitching. 





*Registered 


* Double Cushion?? 


* 
Foot Delight relieves the strain of both metatarsal and a 
transverse arches with one cushion which gently fits 
the bottom of the arch area as no other shoe made. 


Most Foot Delight Shoes are Retailed at $8.75—$8.95 
BANCROFT WALKER COMPANY 
WALTHAM =: MASSACHUSETTS 


“PICK A GOOD LINE AND STICK TO IT’’ 
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THE QUALITY 
BOX TOE 


NMatched priv ee and a sale ts siniaitle 


Appearance and comfort are prime 
factors at the point of sale... . By 
producing box-toe perfection in pairs, 
Celastic provides eye appeal . . . and 
buy appeal. 

After the sale, Celastic continues in 
its function ... maintaining carefully 
formed toe character . . . insuring toe 


comfort. It is the fusion of lining, 
doubler and box toe into one unit that 
prevents the discomfort of wrinkled 
linings. 

Consumers find Celastic “Trim on 
the Foot.” Shoe men know Matched 
Pairs are “True to the Last.” 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





1 


Here are leading Spring fashions 
advertised by New York’s best 
stores in one recent issue 


of the Sunday Times. 


What shoes do you think 
most women would choose to 
wear with such femininely-touched, 


sophisticated costumes? 


Black patent pumps and sandals, 


of course! 


Shops in your town... 
women of your clientele— a 


\ 
~, 


will have such clothes, too! 


You still have time to get 
r more black patent shoes. 
~ You’ll need more in the 


next ten weeks! 


Flies is a compensation in insisting upon patent by 
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REDUCE your RISK 
INCREASE your PROFIT 


Yes, that’s possible even in these 
uncertain days, and you'll agree it’s 
even better because it’s safe. Here’s 
how. 


You reduce your risk when you 
place an Advance Order for BALL- 
BAND Rubber and Woolen Foot- 
wear for next fall and winter 
because you get definite “price pro- 
tection.” You also run less risk of 
failing to get your goods through 
shortages caused by increased con- 
sumer demand as well as defense 


priorities. 


You increase your profits because 
you receive the benefit of our Ad- 
And if 


you have your goods shipped early 


vance Make-Up Discount. 


you will have them in stock for the 
better profit business that comes 


from early promotion. 


Our convenient long dating makes 
it possible for you to have these 
advantages without any immediate 
investment. Ask your BALL-BAND 
man for full details. If you want to 


see samples at once, write us. 


Over-the-shoe boots for men, women and children, in both Military 
and Western styles, new finishes, new colors and new designs . . - 
New Style Gaiters .. . New Rubber Oxfords . . . New Dress Rub- 
bers . . . New Staples in boots, arctics and rubbers. 


BALL-BAND STYLES FOR FALL 
ARE NOW READY 


194] 


WAIT FOR THE BALL-BAND MAN 


MISHAWAKA RUBBER & WOOLEN MFG. 


280 Water Street 


Mishawaka, Indiana 


Merchants in the New England States 
and Greater New York should address 
our Eastern Distributors, Dunham Bros. 
Co., Brattleboro, Vermont. 
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BLIND SETTI 
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Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 
UNITED FAST COLOR EYELET COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 
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They’re Red Hot News to 9 Million 


AND THEY CAN DOUBLE YOUR DANIEL GREEN SALES 


This Spring’: sensational new Dee-Gee 
“Outdorables” will be advertised for the first 
time to over nine million women in the 
above magazines . . . a national announce- 
ment that really is national. It is red hot 
news, too, because this brand new Daniel 
Green line of outdoor, daytime play shoes has 
a hundred outdoor uses. 


Dee-Gee Outdorables can double the value 
of any Daniel Green franchise. They are tops 
in quality. Tops, too, in the prestige that the 
Daniel Green name and 9,000,000-reader 
advertising gives them. Wire or write for full 
particulars. DANIEL GREEN CO., Dolge- 


ville, N. Y. 


DEE-GEE hddorables BY DANIEL GREEN 
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TRAVEL broadens—it sure does! 
Give your store a breathing spell 
and yourself a tonic. Pick up your 
bag and go somewhere. A transfu- 
sion of ideas may be good for you 
and the men you meet. 


We are taking liberties with the 
friendliest of letters from the friend- 
liest of men—Stephen Brouwer of 
Milwaukee—who spent four weeks 
in travel, most of it in California. 
He writes: 

“After talking at a meeting 
in Los Angeles, I had an oppor- 
tunity to visit many stores. I lec- 
tured at Gude’s and Bullock’s in 
Los Angeles, the Orthopedic College 
for Physicians and Surgeons, Uni- 
versity of Redlands, Calimesa Club 
and plenty of foot clinics of small 
groups of men and shoe men. I had 
conferences with medical, osteo- 
pathic, chiropractic and chiropody 
doctors. 

“It was a great education. | 


never saw so many new things in 
such a short time. California was 
a new world to me—virile and in- 
teresting. The variety of colors is 
startlingly gorgeous. Shoe men 
everywhere gave me a wonderful 
time and I am proud to be a mem. 
ber of this serviceable fraternity.” 
Other shoe men are on the hike- 
restless for new ideas and restless 
for change. When they return to 
their stores, they bring with them 
the enthusiasm of new ideas, new 
practices and new possibilities for 
public service. 


(Lt BE BACK- WHEN | FECL 


So a little message to you in your 
store. When you are subject to that 
Spring malaria that makes every- 
thing stale and ordinary, pick up 
your bag, catch a plane or a train, 
or drive your own car and go some- 
where. It may be only to the next 
town. You will meet there a shoe 
man who has read these very words 
—because the Boot anp SHoe Re- 
CORDER goes everywhere. He will 
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greet you and meet you on the basis 
of—not a tooth for a tooth—but a 
truth for a truth. This is a great 
year for cooperation on the public 
behalf and travel will do you both 


good. 


Ow WELL -( GUESS THEY'LL RETIRE Uy AT 6S 


ARTHUR LIVERS of Frank 
Brothers, Fifth Avenue, New York, 
in a two column, nine-inch ad, 
“Calls Attention to Their Collection 
of CORRECT FOOTWEAR for 
Officers of the U. S. Army—Navy- 
Air Force. For close to three-quar- 
ters of a century, Frank Brothers 
have been meeting America’s foot- 
wear needs in time of war, peace— 
or emergency. Only last week an 
old friend wrote us: 

“*In the Fall of 1917, Lieut. Herbert 
B. Pope, 486 Aero Squadron, A.E.F., 
bought from Frank Brothers a pair of 
officer’s cordovan shoes, which he wore 
in France for eighteen months. After his 
return from France, these shoes were 
worn in construction work for a year 
or so, then resoled. In ensuing years 
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they have been used occasionally for 
hunting. On Noovember 11, 1940, they 
were dragged forth, polished, and worn 
in the American Legion Parade, in San- 
ford, Florida. This history of a pair of 
shoes has created such a lot of local 
interest that I want you, the makers, to 


know of it.’” 
+. - + 


FRANCIS WRIGHT, Supervisor of 
Distributive Occupations in the 
Hadley Technical High School, St. 
Louis, Mo., who is conducting a 
retail shoe information selling and 
fitting course in a series of lectures 
—which started Jan. 15 and will be 
completed March 5, says: 


“Our road was not an easy one. Four 
months ago a survey was made by the 
supervisor of distributive occupations to 
determine if there was an actual need 
among retail shoe salesmen for an 
educational program. Salesmen were 
observed at the point of sale both with 
and without fitting stools and foot 
measure and their opinion solicited; 
buyers were interviewed and their sug- 
gestions invited. The response was 
unanimous that some sort of an educa- 
tional program was direly needed. Buyers 
were rather dubious, however, as to 
whether the retail shoe salespeople would 
go for any back-to-school movement al- 
though they all realized it was for their 


(i) arn f 


“In spite of the dark forebodings, we 
undertook the altruistic objective of 
upgrading these in the retail shoe busi- 
ness with the assistance of a SHOE 
ADVISORY COMMITTEE to the Board 
of Education. Outstanding men in the 
shoe business were appointed to this 
committee such as Mr. C. E. Oesterkamp, 
assistant general manager of the Robert, 
Johnson & Rand Branch of International 
Shoe Company, former president of the 
Sales Managers Bureau of the Chamber 
of Commerce and very active in civic 
affairs, was designated by Mr. Gray, 
President, to represent International 
Shoe. Mr. Charles E. Williams, a vet- 
eran retail shoe dealer, vice-president of 
the Associated Retailers of St. Louis, 
chairman of the Executive Committee of 
the Missouri Retailers Association, who 
does a thriving retail shoe business on 
the basis of properly fitted shoes (al- 
though the trading area has long moved 
away from his store at 829 N. Sixth 
Street) ; Mr. Ed. Pankau, manager of the 
Brown Plan Division, a dealer coopera- 
tive service of the Brown Shoe Company, 
was designated to the Advisory Com- 
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—Mars was the God of War. 

—The planet Mars, so far as you 
and | and other historical, astro- 
nomical and mythological experts 
are concerned, was his natural 
hang-out. 

—Now we're told, by no less an au- 
thority than Dr. Adams of the 
Carnegie Institute, that there 
aren't any Martians. 

—And no wonder! 

—For old he-scrapper Mars believed 
in War, more War and still more 
War... 

—With the probable result that 
Mars had warriors, less worriors 
and still less warriors— 

—Until finally the last warrior took 
poison, out of sheer ennui—and 
then there were no more Martians. 

—And that's what might happen to 
this scrappy little sphere of ours 
if we don't watch out. 

—For War is a devouring monster, 
and if our present world-trend to- 
wards militant aggressiveness 
should continue ad _ infinitum— 
well, the finish might find Mother 
Earth as depopulated as is the 
planet Mars. 


ea 


President 





mittee through Mr. C. R. Gamble, vice- 
president in charge of sales for Brown 
Shoe Co., Mr. G. B. Foster, a pioneer in 
shoe patterns and styling; Mr. A. M. 
Burton, secretary of the St. Louis Shoe 
Manufacturers Association; Mr. Hugh 
Bowen of the Boor anp SHoe Reconper; 
and Mr. Francis Wright, chairman of the 
Advisory Committee and Supervisor of 
Distributive Occupations with the St. 
Louis Board of Education.” 


* _ * 

THE Rubber Manufacturers Asso- 
ciation of New York tells us: 

“Waterproof footwear inventories 
are abnormally low. Stocks of 
waterproof footwear in the hands 
of manufacturers at the end of 
1940 are the lowest year-end inven- 
tory on record. They amounted to 


only 5,497,000 pairs, about seven 
weeks supply at the average rate 
of shipments during 1940. At the 
close of 1939, the inventory was 
9,724,000—77 per cent higher than 
the current figure. The average in- 
ventory of the three preceding y@ir 
ends, 1937-1939, was 10,859,000 
pairs, almost exactly double the 
figure for 1940. Manufacturers” 
sales of waterproof footwear in 
1940 were 38,784,000 pairs, com- 
pared with 32,520,000 in 1939. De- 
spite the increased sales in 1940, 
stocks in the hands of wholesalers 
and retailers have also been cleaned 
out and are far below their normal 


level. 
* * * 


Z ELL CONWELL of the Cantilever 
Shoe Store in Portland, Ore., writes: 

“The Owner-Operated theme is a 
splendid one. From the emphasis 
given this subject by the Boot anp 
SHoe RECORDER in one of the recent 
issues, we got an idea. We are go- 
ing to incorporate this OWNER- 
OPERATED idea in our letterheads, 
just as soon as the present ones are 
used up. It is a much more friendly 


1st 





slogan than the expression ‘indepen- 


dent store.’ Anything the local- 
owned stores can do, in other lines 
as well as shoe stores, to bring to 
the consciousness of the public’s 
mind a warmer and more friendly 
line of thinking will be tremendous- 
ly helpful as well as add personality 
and individuality to the smaller re- 
tail places.” 
TAKING the lead in a movement 
to emphasize the advantages and 
blessings of the American way of 
life on the birthday of George Wash- 
ington, Foot Form Shoe Shops, Inc., 
New York, observed the holiday by 
closing their stores. A display card 
in red, white and blue, occupying a 
prominent place in the window of 
the Foot Form Shop at 13 West 39th 
Street, made this announcement: 
“Thank God that the majority of 
merchants in the United States are 
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still America conscious enough to 
put patriotism ahead of personal 
gain. Help keep Americans Amer- 
ica-minded by honoring George 
Washington’s Birthday. This store 
will close Saturday, February 22nd.” 

The window attracted much at- 
tention and caused a great deal of 
favorable comment. 





FEERNEST M. YOUNG, buyer of 
men’s and women’s shoes for the 
big store of Trimmingham Bros. in 
Hamilton, Bermuda, says: 

“Earlier in the Winter we were 
all wondering whether we would get 
any tourists from the United States. 
We thought the war might make 
them afraid to come. I am happy to 
say, however, that our fears were 
not realized. Cruise business has 
been very good and women’s shoes, 
particularly, have sold well.” 

Mr. Young has just returned to 
Hamilton from his regular semi- 
annual buying pilgrimage to this 
country, during which he placed 
orders for all the shoes which he 
will need to carry him through the 
Summer and into the early Fall. In 
September he will be back in the 
States to buy his Winter footwear. 

» * * 

EN fifth position: Of all the manu- 
facturing industries in the United 
States, the shoe industry ranked 
fifth in employment during 1939, 
with an average of 218,028 shoe 
workers reported by the U. S. Bu- 
reau of the Census. Only the fol- 
lowing industries employed more 
wage earners during that year: 
motor vehicles, bodies, parts, etc.— 
397,537; steel and rolling mills— 
368,904; cotton goods—312,249; 
sawmills and logging camps—265,- 
185. 


a * i. 


BBEWEY PROBST of Dewey’s, 
Grants Pass, Ore., says: 

“You really have something on 
the ball in the idea of Owner-Oper- 
ated. I intend to make use of this 
in my ads and over my store.” 


ELEATHER has become so scarce 
in France that ordinary shoes are 
out of the question for most per- 
sons. Even Marshal Henri Philippe 
Petain, the Chief of State, had to 
acknowledge when applying for 
new shoes that he had only a couple 
of pairs, “both much worn.” His 
application was granted, but many 
others are not so fortunate. So 
substitutes for leather have been 
devised. On March 1 the French 
will be able to buy “national foot- 
wear” with wooden soles, which of 
necessity will be thicker than leather 
ones. Hence the increase in the 
wearer's height. The uppers will 
be variegated scraps of leather 
stitched together. 
@. A. MARRS of Marrs & Twist 
Shoe Store, Meade, Kan., says: 
“The Owner-Operated theme is 
a good one and well worth follow- 
ing. I have read it carefully and 
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passed it on to our two shoe sales- 


” 
men. 
- * im 


A VETERAN shoe salesman came 
in the other day and said: “There 
must be a lot of traveling shoe sales- 
men in the draft ages and it must be 
of some concern to them as to where 
they stand when the emergency is 
over. I would be very willing to 


take any salesman’s place on a tem- 
porary basis of carrying his line to 
his trade while he is ‘on duty.’ I am 
in a secure financial position and he 
never need fear that I will take his 
place. All I want to do is be of some 
value to a man who is doing his 
duty by his country.” 














“Darn that stock boy and his tricks.” 








Left: Earl L. Britton shows an Army officer a 
new plain toe monk pattern, popular with Army 
men. “The leather is doubled on the strap so 
the buckle won't cut through,” he is saying. 










sented with something which appeals to them, and when 
it is presented to them in the right manner. 

Men become interested in our shoes through regular 
newspaper copy, part of which is combined with the 
store’s clothing advertising; part used as half-page 
all shoe ads in colors which are run at the beginning of 
a season; regular direct mail, both postals and letters to 
old and new customers, plus the good old standby of 












mailing shoe laces to customers a short while after they 






have bought shoes; excellent, timely sales producing 






windows, and finally the real job of selling which is done 






right within the store. 







HEERE are some concrete examples of how we try to 





make the best of our opportunities: Every shoe but one 
in all the stores is a dress or casual shoe, all but one a 







regular dress shoe. That one exception is an Elk finish 






upper, plain toe oxford. This This shoe is an excellent 






one for service station wear and for general work use. 






due to its non-slipping soles, its flexibility and its long 






wearing features. 






WHEN THE BUYER IS REALLY A SELLER 


Earl L. Britton Tells Marry R. Terhune, Field Editor of BOOT 





and SHOE RECORDER, His Interpretation of a Men’s Shee 









Buyer’s Real Job. Mr. Britton is Buyer 








for the Ten Men's Shoe Departments 






in the Brooks Clothing Stores, All of 













Which Are Lecated in Southern Cali- 





fornia, with Headquarters in Los Angeles 











BEBUYING shoes is a comparatively simple proposi- 
tion of selecting the right styles and sizes for a par- 
ticular store in a particular community. 

Getting men into a store to buy those shoes, then 
seeing the potential customers are sold properly and 
completely—that’s the real job of all buyers. That, 
too, is why I think our real title should be “Seller” 
and not “Buyer.” Men will buy when they are pre- 























: “You have something there, as it does 
ike that strap will hold up under the 
service I will give it,” the captain observes, 
after examining the shoe. 















Right: Assistant manager V. A. 
Jeffries has sold Frank Eustace a 
pair of rubber soled casual shoes 
which he came in to buy after see- 
ing them in the window display. 
Now Mr. Jeffries is suggesting a 
brown and white sport number. 


“That's a nice-looking shoe,” says 


the customer. “Let's try it on.” 








Below: During the conversation after he had 
purchased a pair of ventilated shoes, Max 
Pruss, the customer, remarked that “Those ven- 
tilated shoes won't be so good on my filling 


station job when they get old.” Salesman Joe 
Beckett brought out the one work shoe the 
store carries and explains its strong points. 

















Right: “Gosh, it really feels comfortable and 
looks like it will do all you say,” says Customer 
Pruss, as he tells Joe Beckett he will take both. 


Many men in Southern California who never wear a 
work shoe are good prospects for this shoe, which they 
use for garden wear. This means that nearly every man 
who buys a pair of dress or casual shoes is a prospect 
for this one work shoe. 

Post cards to all filling station men in our various 
trading areas briefly outlining this shoe brought in quite 
a bit of new business. A number of these new customers 
bought dress shoes as well. Of the several hundred 
thousand workers in the local airplane industries, many 
require a shoe with a non-slipping sole and a rugged, 
yet soft upper. Here again is quite a field for exploita- 
tion among men who are well paid and who work every 
week in the year. 

This one work shoe will average a strong six times 
stock turn a year and is/a $3.95 retailer. Every pair 
sold is extra business. Not only that, but*they are the 
direct means of causing more of our regular customers’ 
shoe money to be spent in our department, to say noth- 

[TURN TO PAGE 35, PLEASE] 


Below: A display conference with Mr. Britton, right, 

going over future window displays for his ten stores 

with Miss “Benny” Benson, store artist, and Irving T, 
Waldron, head of the display department. 





BOOT anv SHOE RECORDER, March 1, 1941 





All 
PROFIT AND LOSS STATEMENT: Concerns 
(im percentages of Net Sales) 


~ 
38 
vo 


~ 


mw *# On” aa5$ 


»w» Nao ours 


4- Profit or Loss. (L) Loss 


MERCHANDISE RATIOS: 

5- Gross Margin (°%, of Sales) 

6. Realized Mark-up (% of Cost)...... 
7. Inventory Turnover (Times per Year) 


rok 
oro 





TypicaL OPERATING AND MERCHANDISING RaTios—1939 


Profitable 
Concerns 


ro) 


Range of Usual 
Profitcble Expcrience 


Unorofitb!s 
C Lower Limit Uoper Lomi: 


~oncerns 


1 


ra a 


KD o 
«@ FON aMou 38 


ao #0Or owaoce gs 


4 


eee 
“ee 

. . *-. 

o @nn rFG@OSO 


. 


se 
ae Yao OOerua *# OO 
© Oar gang RO 
~ nor anaes 

aS 
@ aon oount 


® @no oOnu® 


a 
ras 
@2oa 

iw) 
Kno 
eee 
ovo 

o 
0 2S 
eee 
70 








COMPARE 


DESCRIPTION OF THE SURVEY SAMPLE 


Total number of reporting concerns 300 
Aggregate net sales, reporting concerns.. $8,777,200 
Typical (median) net sales per store $22,000 
Proportion of profitable concerns in sample 67% 


Your Figures With These ... 


Editor’s Note 


A comment in an editorial to the effect that W. G. 
Pearce of the Research and Statistical Division of 
Dun & Bradstreet, 290 Broadway, New York, would 
send to readers the complete 1940 Shoe Retailers’ 
Operating Cost Survey, brought to him such a flood 
of letters that we thought it a good follow-up to 
give a digest for those who read, but find it diffi- 
cult to write. It’s amazing what helps you can get 
for a letter request; try it sometime. Well, here's 
the works. 


TTHERE’S hope in the land for retailing when a care- 
fully prepared operating cost survey shows that profit- 


able concerns in 1939 showed a profit of 5.3 per cent 
net sales; all concerns a profit of 2.2 per cent; and 
unprofitable concerns a loss of 3.2 per cent. The survey 
is one which has been prepared and published by the 
Research and Statistical Division of Dun & Bradstreet, 
New York, and contains an analysis of 1939 operations 
of retail shoe stores. Three hundred concerns reported, 
with an aggregate net sales of $8,777,200, and typical 
(median) net sales per store of $22,000. 

Typical operating and merchandising ratios form one 
part of the analysis. Cost of goods sold for all concerns 


[TURN TO PAGE 34, PLEASE] 
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LAST year Summer vacation plans 
took a variety of forms . . . the usual 
American resorts, cruises to Central 
and South America, and as far afield 
as the Hawaiian Islands, and the San 
Francisco and New York World’s 
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This Summer Isn°t Going To Be Just Like Any Other 
Summer. Week End and Vacation Trips to One of 
the Army Training Camps Will Be the Big Event for 
Thousands of Families. The Recorder Suggests Five 
Shoes for Mother and the Girls for This Important 
Visit and for All Their Summer Vacation Needs. 








Fairs. This year tens of thousands of 
typical American families wili have 
just one idea in planning their vaca- 
tion trips . . . a visit to Uncle Sam’s 
camp where their young man is in 
training for National Defense. 


Visits of a day, several days, or 
longer, demand careful planning to 
have just the right thing without 
overcrowding bags. Every woman 
will want to look her sweetest and 
smartest for these visits. But every 


New Slaut Un tacatron Shoes... 


woman, with good sense and good 
taste, will want to have the right 
clothes for this important time, place 
and . . . man. 

Tales are still told by women of 
visits to army camps in 1917-18 and 
of the damage done to shoes. Paths 
and walks were crude affairs in those 
days. The 194] camps, we understand, 


Perennial Spectator in 1941 

version, antiqued saddle col- 

or calf, excellent many- 
purpose type. 


are a great improvement over these 
early models. Even so, there will be 
plenty of chance to pick up dirt, 
gravel and sand in too open shoes. 
Plenty of places to trip up a high 
heel. Plenty of distances to cover 
which will make a woman sigh, “Oh, 
why didn’t I bring some real com- 
fortable shoes with lower heels?” 

The best style features in the 194! 
Spring and Summer shoes might have 
been designed especially for these 
camp visits. 


The Closed Casual Shoe 

Take the casual shoe in its newest 
version. Its closed toe and back, its 
broad tread, low heel, platform sole 
and soft sturdy leathers make a per- 
fect shoe for day-long comfort. Better 
still, these comfort features are also 
definite style features. The smartest 


woman feels extra smart in such a 
shoe when her costume and the oc- 
casion call for it. Obviously a visit to 
camp is such an occasion. What's 
more, such a shoe can be worn for 
any informal occasion in or out of 
town all Summer long. It is available 
in a variety of patterns and materials 
and in white, white with color, solid 
color or a two-color combination. 
[TURN TO PAGE 36, PLEASE] 


Conservative Slipon, perforated and 
opened-up vamp, popular d'Orsay 


line, leading volume a 


Camp visitors may be the wife and 

youngsters or the girl friend who 

proves a valuable assistant in K.P. 
duty as at left. 
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SPRING WINDOWS 


SPRING shoe displays should be a well-balanced com- 
bination of atmosphere and information. A window 
that uses an elaborate decorative effect, but fails to 
include dramatized facts regarding the shoes displayed 
is losing a lot of selling punch and possibilities. Did 
you ever consider how much you tell a customer about 
various shoes as you are serving her in the store. And 
how exasperated you have been when what you called 
a “looker” (to put it mildly) kept you busy showing 
almost every shoe in the store? Yet many shoe windows 
fail almost entirely to tell the “looker” anything about 
the shoes, despite the fact that by stopping to look, 
the person has admitted an interest in shoes. 

At the National Shoe Fair in January, Lester Gaba, 
display authority, said, “Windows help to make up the 
customer’s mind in advance, because she prefers to 
select and reject before entering the store, and that’s 
where the selling actually starts.” 

After a long and careful survey made by Professor 
Edwards, of New York University, Macy’s has a check 
list of sales-tested elements so important that they 
should be included in every advertisement or omitted 
only by intention, stated William H. Howard, executive 
vice-president. He added that the tests proved that cus- 
tomer benefits are an all-important selling point, and 
that the more important selling facts about merchandise 
put into an advertisement, the better it pulled, in direct 
ratio to the number of facts. 


Spring Displays, Properly Handled, Can 
Pull Many a Looker into Your Store. Here 
are Hints on How to Make Them Attractive, 


Interesting and Profitable. 


by BR. E. ANDRUSS 


Now, put the word DISPLAY where the word adver- 
tisement appears, and read the preceding paragraph 
over carefully several times. 

Good selling displays begin with a careful analysis 
and listing of the many promotion (selling) points of 
each individual shoe—the information being equally 
valuable in advertising and selling. A card index system 
is practical. Analyzing the completed card record will 
reveal a number of major, and numerous minor, pro- 


©, 


Painted strips of Compoboard are bent 
around cut-outs of plywood to form the top 
and bottom of this “merry-go-round,” with 
the six upright sections covered in Spring 
fabrics, extended to the outer edge of the 
base. The whole thing can be set on a turn- 
table and used in the store after window use. 
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Tell Your Style 


fp 


The variety of designs that can be 
developed with colored papers is 
unlimited and inexpensive, permit- 
ting background decorations that 
are seasonal and attractive without 
detracting from the shoes and their 
accompanying promotional ideas. 


motion themes for groups of shoes, bring out the high 
points of individual shoes and supply an abundance of 
instant information just when you need it in building up 
your displays. Knowing the various promotion angles, 
with an accurate measure of their importance in your 
stock, assures a planned-in-advance, well-balanced pro- 
motion program, and the development of ideas to dram- 
atize the selling points of importance. A number of 
different groupings will also be revealed, assuring in- 
teresting variety in the displays—a sure way to over- 
come the monotony of the windows. This is important 
because most stores have a limited, repeat audience. 
Means must be found to keep the displays always new 
in appearance and appeal, to assure stopping as many 
as possible as often as possible. 


ALLL of which does not mean that your windows need 
look like a crowded catalog page, or that every single 
shoe that goes into the window must be accompanied 
by a detailed description of “whats and whyfores.” It 
does men that your windows should be a constant source 
of information and inspiration, arousing the interest 
that impels the looker to enter your store. Keep in 
mind two points that will aid in selecting points of cus- 
tomer interest—that women choose shoes to “go with” 
certain costumes, and that many of them have learned 
to interchange accessories to obtain varied effects with 
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basic costumes. Some cases have been known where the 
shoes have determined the costume, but that seldom 
happens; in the woman’s mind shoes are an IMPOR- 
TANT ACCESSOR Y—and will remain so. So follow up 
the fashion magazines that she reads—and the style ads 
for apparel also, and use the fashion themes that “catch 
on” as a source of promotion tie-ups. Also keep in 
touch with apparel shops that cater to your customer 
group. And did you ever consider coordinating your 
advertising with some apparel shop or shops, featuring 

[TURN TO PAGE 34, PLEASE] 





Wire screen cloth painted green holds the cut-out 

flowers, while the trunk is brown plywood or Compo- 

board. Another variation of the “flat” backgrounds 
that work so well in shoe windows. 





YOU'RE starting one of 

your big selling months of 
the Spring, and you're start- 
ing with a Saturday, which 
should be a big day. Be sure 
that the numbers featured in 
last night's ad are well dis- 
played in the windows today, 
and that all sales people are 
familiar with the ad. 


10 REARRANGE your win- 

dow displays today and 
add any new numbers that 
have arrived. Keep your win- 
dows “different" so that the 
folks who look at them this week 
won't be able to say, “That's 
the same window they had last 
week. There's nothing new 
here.” Folks who say that do 
not come in to buy! 


18 IF you do not feel that 

you have been working 
your mailing list overtime late- 
ly, why don't you send out o 
letter or a broadside on your 
children's shoe line? Most shoe 
retailers do not promote their 
children's lines as much as they 
should, and there are few foot- 
wear lines that respond better 
to promotion. 


9 THIS is the morning 

when your day starts 
with the weekly check of stocks. 
Review the figures carefully 
when you have finished and 
make sure that on all the num- 
bers which have been con- 
sistent sellers in March you are 
adequately covered for Pre- 
Easter selling. Double check on 
hosiery sizes and colors. 


. IF you have not already 

placed your Spring back- 
grounds and trim in your win- 
dows it should be done today. 
When March arrives folks really 
begin to think about Spring. 
This week's windows should con- 
stitute your “Spring footwear 
fashion show." In fact that 
might be a very good theme 
for the window cards. 


11 FOR comparatively 

small cost you can send 
out a postch card mailing to 
the men on your list saying, 
“The New Spring Shoes for 
Men Are Here, and We Are 
Particularly Proud of the Group 
at $5.00 (name your best sell- 
ing price). You Will Like Them 
Too. Come In and See Them!" 


19 MAKE your weekly check 

of stocks the first thing 
today. Then go over the stock 
counts and order all necessary 
fill-ins. Keep in mind that the 
next thirty days preceding 
Easter are bound to be a tre- 
mendous selling season, so be 
sure your stocks ore adequate 
to meet the demand. 


97 WHILE you're busily 
planning to get all the 
pre-Easter business that you 
can, do not forget there's an- 
other big selling season that 
begins shortly after Easter. If 
you are to cash in on this early 
Summer season you must 

ready for it when it starts. The 
time to get ready is NOW! 


4 IT'S time for a mailing on 

Spring footwear, too. You 
have no doubt planned this 
previously, for it should be 
ready to mail this week. A 
simple, informal letter will com- 
mand as much attention as any- 
thing you can prepare, al- 
though the mailing will be 
stronger if you include a folder 
with the letter. 


12 THE day for that weekly 
job of stock checking. 
Your records will show you if 
you have too many of any of 
the first Spring styles that do 
not promise to be all-season 
favorites. If you have, you had 
better do something about 
clearing them out right now. 


90 ARE you keeping a con- 

stant watch on your com- 
petition? Do you make it a 
practice to look over all their 
windows at least once each 
week? Are your prices in line 
with what others are asking for 
similar quality? Do other local 
stores have new things that you 
are not offering your cus- 
tomers? 


28 TODAY'S big ad should 

be headed “Two Weeks 
Until Easter!" and it should do 
a real selling job on the im- 
portance of selecting new 
Spring and Easter footwear 
now instead of waiting until the 
very last minute. Why not get 
reprints of tonight’s ad and 
have them distributed from 
door to door. 
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March Means Springtime in the Shoe Man’s Calendar and 


Now’s the Time to Plan Spring Ads and Window Displays, 


as Well as Promotion Ideas, to Make the Public Conscious of 


the Fact That Spring Is Just Around the Corner. 


5 START the day off with 
your weekly check of 
stocks, and be sure you do a 
thorough, careful job. Watch 
particularly for items where 
stock is running dangerously 
low, for “outs” are costly dur- 
ing the mass selling season. 
Which hosiery colors are prov- 
ing to be your most popular 
cellers? 


13 IT won't be long till the 
demand for Tennis foot- 
wear is upon you. Be ready for 
it. Did Wednesday's stock 
check confirm your observa- 
tions of a week ago as to the 
most popular of the new ho- 
siery shades? And are you 
amply supplied with this shade 
in all sizes, and at all prices? 


91 DO you realize that 

there are only four more 
Saturdays before Easter? Per- 
haps that question would make 
an ideal heading for the big 
Spring styles ad you should 
have in today's newspaper. No 
specials or leaders are needed 
to make ads pull at this season, 
but be sure all lines get atten- 
tion. 


29 ON a big selling day 
such as this is bound to 
be you should spend every 
minute out on the selling floor, 
greeting customers, helping to 
close sales, and making sure no 
sales are lost. If your plans for 
April are not complete you'll 
have to do that tomorrow. 


6 1S your store interior in its 

new Spring dress, with all 
ledges, dioramas, cases and 
counters newly trimmed and 
with new display cards and 
price cards everywhere? The 
proper atmosphere within the 
store is just as important as in 
your windows and your adver- 
tising. You cannot afford to 
neglect this. 


1 TODAY'S ad should be 
a large, impressive 
Spring styles ad. Why not give 
all the space to one price line? 
Your biggest selling one of 
course. And if you made the 
suggested mailing this week to 
the men on your list this would 
be a good week-end to feature 
men's shoes in a separate ad. 


99 As a good-will builder 
why not give every foot- 
wear purchaser today a ticket 
good for several shoe shines at 
a local shoe shining parlor? Or 
better yet, why not have a 
bootblack in your own store on 
Saturdays? It will be a good 
way to draw people into your 
store. 


31 YOUR window schedule 

undoubtedly calls for a 
complete change today. Do 
this the first thing this morning. 
Then sit down and review the 
program that you have mapped 
out for April and make sure 
that not one thing has been 
overlooked that will help to 
make the month a record 
breaker! 


7 TODAY you will want a 

big, important ad to bring 
Saturday shoppers into the 
store. Don't make the mistake 
so many stores do at the start 
of the season and strive for 
“pretty” ads. Make your adver- 
tisements sell! That's the only 
reason you insert them in the 
paper, so see that they do a 
selling job. 


15 LIVEN up your window 

displays a little for to- 
day. Perhaps a change of dis- 
play cards is all that's needed. 
And inside the store make an 
impressive table display of the 
women's footwear that you fea- 
tured in last night's ad. Are 
your sales people familiar with 
last night's ad? 


94 GIVE your windows a 
complete change of 
dress today. Change every- 
thing around, display all the 
new styles you have available 
and change all of your display 
cards. On the cards you can 
begin calling attention to 
Easter which will be three 
weeks from next Saturday. Give 
your hosiery plenty of display. 


~ DO you have plenty of 

selling help for these busy 
season Saturdays? If not, do 
something about it. You can- 
not afford to risk losing sales 
because of lack of sales people. 
This is your harvest season, 
when every sale is at the full 
price and pays you your full 
profit. 


17 ST. PATRICK'S DAY. So 

when you put your new 
trims in the windows this morn- 
ing be sure and have some spe- 
cial green cards that call ot- 
tention to the day. Give every 
customer a little artificial sham- 
rock to wear on his or her lapel 
today. It will cost very little— 
and will make a good impres- 
sion. 


95 NEXT week you should 
make a mailing an- 
nouncing that Easter is just two 
weeks away and emphasizing 
the wide range of Easter foot- 
weor styles you have to offer. 
Why not get the letter or an- 
nouncement ready this week so 
it can go in the mails a week 
from today. 
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Retailers—Be Vigilant 


STOP kicking the retailer around. You just can’t treat 
a guy that way—or can you? There are only 1,613,673 
of them in the country, doing a job of distributing 
things for human need in 1,770,355 stores. Maybe it’s 
because there are so many of them that they don’t count. 
Masses are so inarticulate, particularly when they are 
so busy, each in their own way. But all these stores in 
America give employment to many people. In fact, 
6,214,490 persons get their pay for work done in service 
to the public in retail stores—a greater total than any 
other occupation. Certainly so many men should have 
a voice. 

It might be interesting to know what happened to 
stores in countries now at war or in a status other than 


peace. Let’s read what the British National Savings Com- 
mittee of London has to say: 


“A parcel passes over a shop counter—unwittingly a 
blow is struck at the nation’s war effort. Inside that par- 
cel is a luxury—something its purchaser could do with- 


out. Its manufacture has used skilled hands, valuable 


time and machinery which should have been forging 

weapons of war or producing these things essential to the 

nation’s life.” 

War has an effect of tightening up things. Even 
Eleanor Roosevelt has said something to the effect that 
aluminum has other uses and new pots and pans might 
pause for a while; and perhaps the old automobile can 
be used a little longer so that more men making instru- 
ments of war can make more things for that foul busi- 
ness and less for general public use. Yes, indeed, things 
are tightening up and will get tighter because we are 
walking down a path that knows no returning. 

We carry the torch for retailing—the distribution of 
things for use. What is more useful than shoes? Let us 
pause for a moment and think very seriously on this 
subject of “the one law in America which is more 
effective than all the rest put together! It is the unwrit- 
ten law of freedom of choice—your right to choose when, 
where and how you will spend your money. Your right 
to patronize one store or buy one brand and pass all 
others by.” 

We in business recognize that law, for the merchant 
or the manufacturer lives or dies by the degree that he 
pleases the ultimate customer. This is still a free coun- 
try. We are cognizant of defense needs but we are also 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


conscious of the rights of every man to offer a product 
and sell it, if he can, and render a service for recompense. 
It’s a precious right of choice—and retailing at large 
needs to defend it. 

Bureaucracy can go too far sometimes. Men in the 
seat of authority like to stretch that authority. We are 
not saying that these things are going to happen but 
we are asking for a degree of vigilance on an item that 
is the most personal article of all things sold in stores. 
A shoe is part and parcel of a man, woman or child. It 
can’t be standardized, when human feet are not stand- 
ardized. A foot-fit America is an important thing. 

So far, so good. Some of us can remember the first 
World War and the scheme evolved to fix retail shoe 
prices at definite levels for men’s, women’s and chil- 
dren’s shoes. There has been no such scheme as yet con- 
cocted but let’s place on the record at this moment, the 
declaration made by the Retailers Advisory Committee, 
a body of governmental official sanction, coordinating 
retailing with national defense. The declaration is im- 
portant. Let’s see if it will stand the test of tougher 
times: 

“Price fixing is not in the public interest if business 
does a job for itself. Free enterprise is worth some con- 
cessions in times of emergency and self-control and for- 
bearance of speculative profit is the price now. 

“Price fixing is bad for everyone! Why? (1) If prices 
are fixed high enough to protect the weak unit of busi- 
ness, the consumer is trimmed. (2) If prices are fixed at 
an arbitrary low level, the weak business unit is ruined. 

he consumer goods market has suffered the impact 
of defense orders without any material increase in prices. 

This is the first time that this has been true in an emer- 

gency in American history.” 

The service of retailing is increasing by leaps and 
bounds because consumer power is increasing. It was 
a $32,000,000,000 industry in 1935. It’s a $42,000,000.- 
000 industry today and will be bigger. Nearly 1,000,000 
more employees were needed to sell and serve that addi- 
tional $10,000,000,000 worth of goods to the. greatest 
consuming public on the face of the globe. You can’t 
put distribution in a straitjacket—or can you? Time. 
will tell! 
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LEATHER 


MARCH 31 
APRILI 


Fashion Conferences 





William L. Gude, left, who 
assists in merchandising 
the Street Salon, with 
Albert L. Gude, founder 
and head of Gude’s Shoes, 
Los Angeles, Calif. 


G UDE’S, INC., is a father and son organization which 
was started in Los Angeles 36 years ago. Since the time 
of its establishment, Boor anp SHoe Recorper has 
been read in the organization. 

Al Gude, founder and head of the business, has with 
him his son, William L. Gude, who assists in merchan- 
dising the’ Street Salon better shoe department. In the 
work of @Aycaging William in his job of baying, selling 

wo, 
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and merchandising shoes, the RECORDER was an inval- 
uable source of information. 


ALL buyers, department heads and the entire sales 
organization have an opportunity to study each issue of 
the RECORDER, since five copies come to the store each 
week. This is done so that all may know what is hap- 
pening in the shoe world. 
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LEADERSHIP IS DUE 
TO THE PRODUCT AND SERVICE 


Leading dealers know how a product is made and of what it is 

made. Only in this way can they make the strongest possible sales 

uence the most lucrative business—and be in a position 

of leadership. YOU want to know about sole leather. It is the most 

ns product of all required in shoemaking. The widespread 
interest 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


reflects significant appreciation of the fact that “Leadership is due to 
the product—and service” which is sold. Kistler “BENCH BRAND” 
Sole Leather fits into this picture amazingly well. It so improves men’s 
shoes that a flourishing trade can be built up on the merit of this 
footwear feature. Expand your sales and profits. Enjoy leadership. 
Add men’s shoes bottomed with this sole leather to YOUR service. 


WRITE US FOR THE NAMES OF MANUFACTURERS 
MAKING STREET. ORESS. SPORT. ORTHOPEDIC 
AND WORK SHOES BOTTOMED WITH KISTLER 
“BENCH BRAND” SOLE LEATHER 


W(X ERCFIRST GRAS H!| 
1 —% lh) | CHART OF A SIDE 
NTT Ai KISTLER 
/ dr H HH abba SOLES COME FROM 
if PART COVERED BY 
OUR TRADE MARK 


-BOSTON: MASS: 


WESTERN DEPARTMENT - 1012 NORTH THIRD STREET. MILWAUKEE. WISCONSIN 
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A Boot and Shoe Recorder Department 


okey PECPLE'S a 


by JOHN F. W. ANDERSON 


It’s a Topsy-Turvy Business 


Knox and Dispenza, who run the 
Cash Bootery at 120 Main Street, 
Batavia, New York, recently wrote in 
to say that they keep a scrap book of 
useful ideas from these pages for fu- 
ture usage. (Personal adv.) They 
also mentioned a stunt that they tried 
in their store recently with surpris- 
ingly good results. They are passing 
it along in the hopes that it will prove 
useful to some other retailer: 

“We trimmed the window and pur- 
posely put all the price tickets upside 
down. It caused a lot of comment and 
attracted a lot of attention, because 
people would walk by, then come back 
to look again. They would stop and 
look to see if all the tickets were the 
same way, and by so doing they saw 
all the styles in the window. A great 
number came in and asked if we 
knew that the price tickets were up- 
side down and, of course, once they 
were in the store, we could always 
suggest that we'd like to show them 


ACCOMPLISH THIS PURPOSE 
AND WILL BE DEEPLY APPRE- 
CIATED. YOUR COOPERATION 
IN SHOPING EARLY WILL ALSO 
RESULT IN BETTER SERVICE TO 
YOU. 

* * 7. 


“May I Introduce Myself?” 


Here’s an idea that probably won’t 
go over very big with the shoe store 
owner, but it should be very useful 
to the shoe salesman. 

Recently we received a four-page 
folder in the mail from a shoe sell- 
ing friend of ours announcing that 
he is now selling shoes for a different 
store. 

On the first page of the folder was 
printed his name, his picture and the 
name and address of the store. 

The brands and prices of the lines 
carried by the store were printed on 
the second page. 

On the third page was a short mes- 
sage to the effect that “This short note 
has only one purpose in life—to tell 
my friends and customers that I’ve 


“This means a lot to me, because 
shoes are really going to town. 
There’s a ‘bonus’ in it for you, too. 
A ‘bonus’ of superior quality, distin- 
guished style—and lower prices. 
Things that have won more friends 
for shoes than any other shoes 
in America. 
“Naturally, I’m going to make it 
my business to show you the ‘cream 
of the crop’. Let’s get together soon.” 
* * * 


Honesty Brings Confidence 


Here is a sign recently seen in the 
Edwin Clapp Shoe Store, 42nd Street 
at 5th Avenue, New York City, which 
makes an admirable 
for all better grade men’s shoe stores: 
WE DESIRE YOUR PATRONAGE, 
YOUR GOOD WILL 
YOUR CONFIDENCE 
WE PLEDGE COURTEOUS AND 
EFFICIENT TREATMENT, 
DEPENDABLE SERVICE, AND 
HIGH GRADE MERCHANDISE 


> > 





“constitution” 


a pair of shoes.” 


Under Their Hats 


Here’s a case where a little ingenu- 
ity in shoe merchandising brought 
more business than actually was ex- 
pected. 

For some time the men’s shoe de- 
partment of Maison Blanche, New Or- 
leans, tried to work out an effective 
and profitable tie-in with the adjoin- 
ing hat department. They had asked 
the hat salesmen: to suggest to their 
customers that they visit the shoe de- 
partment. They had placed a few 
smart shoes in the hat displays and 
tried other ideas on the usual order. 
But it was not until they “hid a shoe 
in a hat” that real results were ob- 
tained. 

Here’s how the idea worked. The 
best selling hats are displayed in 
three tiered rows along a modern rack 
only five steps from the shoe depart- 


just been appointed—to the staff 
* * * 
of . store. 


To Better Serve the Public 
i FIFTH | AVENUE 


If you have a class of trade that 
loves to rush in to your store at the 
last minute on Saturday evening, it Fam the 
BABY SHOE... 





might be well to put up a sign sug- 
gesting that the customer will get 
better service and will be better fitted 
if he comes early. Here is a sign 
seen in a neighborhood store: 


TO OUR CUSTOMERS 


AS A FURTHER STEP TO IM- 
PROVE WORKING CONDITIONS 
AND SHORTEN STORE HOURS, 
THE MANAGEMENT WISHES ALL 
SALESMEN TO LEAVE THE 
STORE AS PROMPTLY AS POS- 
SIBLE AFTER CLOSING TIME. 
YOUR COOPERATION IN SHOP- 
PING EARLY WILL HELP TO 











‘or ten little toes. An attractive 
in an effective ad (many 
times reduced ). 





BOOT ann SHOE RECORDER, March 1, 1941 








BEST IDEA OF THE WEEK 
SHOES ARE NEWS, TOO!! 
(Emery, Bird, Thayer Co., Kansas City, Mo.) 


O. P. Ideator—*“I know that your store has built 
up a fine reputation on its ability to run style shows 
at the beginning of each season, but I often wonder 
if the shoe department gets its money’s worth. After 
all, your department supplies the shoes but receives 
little attention in the fashion parade.” 


Buyer Thomas Lyons—“There’s a lot of truth in 
what you say. Ordinarily, though shoes are an all- 
important part of the fashion picture, they receive 
little notice in the show. Usually, the model wears 
shoes that match her costume well, but the style com- 
mentator at the end of the runway rarely mentions 
them. Time is short for comment and fabrics and 
designs of clothing is considered more important. The 
shoe department supplies the shoes, but reaps little 
profit in comment.” 


O. P. Ideator—“Then what incentive is there to the 
shoe department to participate in these shows?” 


Mr. Lyons—“A short time ago I decided to do 
something about it so that our department would get 
some publicity out of the fashion shows. After a few 
weeks experimentation, I evolved a plan which has 


“The idea revolves around a ‘display block’ set 
half-way down the length of the elevated runway down 
which models walk during the style presentations held 
in the store’s tea room. Lights are concealed along 
both sides of the runway to illuminate the costumes. 
My job was to focus more light on the model's 
shoes. More light alone would not do the trick because 
I had to raise the model’s foot to bring the shoe into 
the spectators’ complete vision. This I did by construct- 
ing a foot high platform half way down the runway 
of glass building bricks. These blocks attract and 
reflect the footlights so that when a model walks down 
the platform, pauses for a moment at the center and 
places her foot on the top of the blocks, the cus- 
tomers’ eyes are all focused on the brilliantly illu- 
minated shoe. During this moment the commentator 
describes the make, pattern and price of the shoe.” 

O. P. Ideator—“This is one of the first times that 
I have heard of the shoe department getting a break 
in the fashion picture.” 

Mr. Lyons—“And you'd be surprised to hear how 
this momentary concentration of the customer’s eye 
on 20 to 50 new shoes for the coming season has in- 





doubled initial sales of advance style shoes. 


creased sales.” 








ment. Noting the styles of the new 
hats, the shoe department conceived 
the idea of hiding a complementary 
style shoe under each. Thus whenever 
a customer picked a hat up, he was 
surprised to find an appropriate shoe 
under each. 

“It worked like a charm,” the man- 
agement reported, “a hat is a sure 
indicator of the style shoe a man will 
wear, and we simplified the job by 
predetermining the correct shoe for 
him, with the result that many a man 
who came in just for a hat walked 
out with a pair of shoes.” 

* * * 


Take Your Choice? 


We recently saw an idea on a sub- 
way advertising card that has great 
possibilities for the retail shoe store: 

Under the lead caption: “WHICH? 
A PAIR OF RUBBERS OR A BOT- 
TLE OF COUGH SYRUP!” was il- 
lustrated an attractive pair of rubbers 
and a large bottle of cough syrup. 

Here’s an idea that should be very 
useful as shoe store window display 
theme during the early Spring rainy 
season. Against a large display sign 
in the back of the window, you could 
advertise your latest in rubber foot- 
wear. A few quart size bottles of 
cough syrup scattered around the 
window might be interpreted as pres- 
sure selling by the “fear complex” 
but it is effective. Why not make the 


display up as a complete unit so that 
it can be quickly placed in the win- 
dow at the first sign of threatening 
weather and removed when the sun 


comes out? 
* * * 


A Store’s Personality 


Estelle Hamburger, publicity direc- 
tor of the New York Post, recently 
made a statement in which she said 


that stores that succeed have de- 
veloped their own personality. In 
answer to the question, “What then 
do I mean by store personality?” she 
answers. 

“Every store or group of stores 
under one management began as one 
person’s dream, a projection of one 
person’s will. And because it is hu- 
man nature to attempt to surround 
oneself in life and in work with peo- 
ple who are harmonious and com- 
patible, the head of the store and his 
fellow executives welded into a group 
of a certain composite character which 
inevitably became injected into the 
business. 

“As a business grows it becomes a 
sensitive and almost human thing, 
taking upon itself the characteristics 
of its leaders. If they are far-visioned, 
broad-gaged, and aware of the na- 
ture of the public they aim to serve, 
alert to the trends of the times, a 
store takes on a personality of its 
own, and its character becomes as well 


defined as the character of an indi- 
vidual. 

“You are aware of this when you 
enter a store. You have a quick im- 
pression of something static or some- 
thing alive. The very atmosphere has 
a ‘temperature’ warm or cold. The 
salespersons have an attitude, hos- 
pitable or indifferent. The merchan- 
dise has an aspect, confusing or ap- 
pealing. You have a sense of character, 
as tangible, as real as human char- 
acter. 

“Here we come to the fundamentals 
of storekeeping. If a store is to live 
and prosper, a decision must be made 
and adhered to as to what kind of a 
store it will be, what merchandise it 
will carry, what income levels it will 
aim to serve, the scope of its customer 
‘community.’ When these things are 
so clearly defined that they become 
the motivating forces of an entire 
institution, guiding the action and 
thinking of everyone responsible for 
merchandising, advertising and the 
day-by-day interpretation of store 
policy, a harmonious store character 
is achieved, that appeals to a definite 
circle of customers, and subsequently 
to the people who are influenced by 
these people in ever widening circles.” 


* * _ 
Your window is a stage 
The shoes actors thereon 


—OPISM 













Says 
ELMER M. FISCHER, President 


W. B. COON COMPANY 
Rechester. New York: 


Our Advertising | 
Has Been Constan 


Month by Month, 

















66 Nn the sale of fine footwear in the quality field 
above $10.C0, the merchant is the important man 
and we have found in our experience-that directing 
our advertising through him, to the customer at the 
fitting stool, is the logical and practical way to 
build for both of us a steady, orderly, substantial 
business. Over the years we have put the emphasis 
on the fitting of feet and we have found the mer- 
chant and the public receptive to good and true 
lasts, quality shoemaking and plenty of sizes and 
widths available on call. 


We have, for the past two years, centered our ad- 
vertising to the merchant in the Boot and Shoe 
Recorder. That has been our major contact point 
with the shoe merchants of America and we have 
used the other business papers as well . . . all for 
the purpose of creating in the merchant’s mind a 
respect fer troubled feet that need something in 
the way of footwear that will correct and comfort 
and help the feet of women to go about their ac- 
customed ways with a little more enjoyment. 


These customers are the very backbone of our 
business and we find that day in and day out, week 


ducational 
and Kconomical.. 





in and week out, year in and year out they come 
back for FREE TREAD and TRI-BALANCE shoes 
because of the service rendered by merchants and 
ourselves. These customers are not influenced by 
smart promotions and fancy words. They want to 
be talked to in terms of fine footwear, having a 
distinct purpose and function. 


For that reason we are consistent in our adver- 
tising and consider that repetition makes reputa- 
tion. In the same way, our advertising in the Boot 
and Shoe Recorder has been constant month-by- 
month, educational in function and occasionally 
economic to the extent of showing the merchant 
that he can make money and continue to have a 
basic stock that is always salable. 


We feel that the Boot and Shoe Recorder has 
done a fine job for us and is continuing to carry on 
the work. We can recommend the medium as a 
useful aid to the sale of a product such as ours. In 
days like these, when advertising is so hit-or-miss, 
emotional and sometimes hysterical, it is a pleasant 
thing for us to contemplate the regularity of interest 
in our shoes that comes with consistent advertising, 
consistent shoemaking and consistent salesmanship 
at the fitting stool. 


The Boot and Shoe Recorder has played a part 
and we are pleased to acknowledge it.”? 


(Signed) 
ELMER M. FISCHER 
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Next Recorder Features 
March 8th 
National 
Feot Health Week 
March 22nd 
Official Opening 


American Leathers 
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~ 





BOOT ann SHOE RECORDER, March 1, 1941 


Herman Friedman, owner 
of the Scientific Shoe Fit- 
ters, Bridgeport, Conn., 
watches a womann cus- 
tomer do her bit for his 
relief shoe campaign. 


“And the Barrels Come Rolling In” 


That’s the Word from the British War Relief Sociey in New York as 
Trucks Drive Up to Its Doors Daily and Unload Their Shipments of 
Shoes Gathered Together by the Shoe Merchants of America 


**BROGANS for Britain” and from Bridgeport, 

Conn., too. A bit of alliteration but typical 
of the hundreds of shoe merchants throughout the 
country who are sponsoring campaigns at their 
own expense for the correction of shoes for war 
refugees is Herman Friedman, owner and oper- 
ator of the Scientific Shoe Fitters, 17 Post Office 
Arcade, Bridgeport, who states: 


“The reaction here has been quite favorable so 
far and in ten days we have received three barrels 
of shoes. The City Barrel Company, here, is 
donating the barrels and will also seal them for 
ocean shipment when we are ready to send them 
to the Briitsh War Relief Society in New York.” 


What you can do to help:— 


1. Make your store a collecting depot. 

2. Put a barrel in the store and a card in the window! 
Publicize freely. 

3. Sort shoes so final shipments contains only serviceable, 
practical footwear for children, women and men— 
rubbers also are needed. 

. Tie up in pairs, wrap in paper or newspapers, pack in 
the barrel securely. 

. Cooper up head of barrel and strap it up securely for 
ocean shipment, 

. IMPORTANT—Send barrels, freight prepaid by you 
direct to: 
ARBRELS OF SHOES FOR WAR REFUGEES, BRIT- 
ISH WAR RELIEF SOCIETY, INC., 480 LEXINGTON 
AVENUE, NEW YORK CITY. 
(Please do not send barrels to Boot and Shoe Recorder ) 


- Barrels will be shipped immediately through affiliated 
distribution centers to war refugees abroad. 


Barrels of Shoes for War Refugees is a free voluntary service through shoe stores in 


America, and each participant is expected to pay freig’ 


ht to New York. There are no 


-— lows ig expenses. Committee: BARRELS OF SHOES FOR WAR REFUGEES, 
B. Terhune, Chairman, 5th Floor, 100 East 42nd Street, New York City. 
(Please do not send ehacs to this address) 
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\ Fleeced-lined shoes of this type, 


for leisure wear, are improved 
when the WAC SKI BOOT LOOP 
is used as a lace carrier. In addi- 
tion to creating a novel decora- 
tive effect, ski boot loops are ideal 
for footwear that can be quickly 
slipped on or off. Laces release 
and loosen smoothly, yet allow 
a perfect adjustment for support 


and comfort. 


we , “ } us 
; 7 RS gee 
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W/E round ski boot laces, made especially to 
run freely through the ski boot loop, are avail- 
able in harmonizing shades — or in red, white, 


blue, green and yellow for colorful contrast effects. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Make Spring Windows Tell a Style Story 


[CONTINUED FROM PAGE 20] 


shoes to accompany the garments ad- 
vertised? Even if you don’t do that, it’s 
good business to keep a close tie-up 
with the apparel styles that are stressed 
—especially as the season for “coordi- 
nation” promotions comes on. 

Under the caption “Beige is Big” 
Best’s (New York) called it the perfect 
basic color for the 1941 wardrobe, 
showing coat, suit, dress, afternoon 
frock, negligee, slack suit and evening 
gown. And there you have a “ward- 
robe promotion” idea for shoes that can 
be worked out in various colors under 
such captions as “If you go in for blue” 
or “At your best in black?” or “Are you 
partial to beige?” Under the caption 
“Here are new shoes to go with” you 
can add whatever style or color is being 
strongly promoted locally in apparel. 
What better proof that you have the 
shoes women want than to show—fea- 
ture—the shoes to go best with the ap- 
parel they are actually buying? 


Strong Promotion Angles 


There are a lot of good promotion 
angles for various shoes and groups of 
shoes in your stock. Walled lasts, boot- 
maker finish, heels, platform soles, plas- 
tics, reptiles, metallic finishes, and 
others that you have among your shoes. 
The general themes, Indian, cowboy, 
sailor, saddle, aviation, casual. 

Bonwit Teller (New York) includes 
“epaulet yellow—our tremendous suc- 
cess color like the glittering braid an 
Admiral might wear in full regalia” 
and “officer’s blue—the crisp, brave 
navy of an officer’s dress uniform.” 
Navy tie-up_also in the two-eylet tie. 
Air force tie-up in the army flyer’s 
buckle monk adaptation, and the air- 
force blues. 

Watch carefully the Indian influence. 
New York Museum of Modern Art de- 
voted three floors to the most complete 
collection of the art of the American 
Indian ever brought together, including 
one section devoted to use in modern 
styles. The theme is likely to go beyond 
present ideas of moccasins, thongs, 
fringes, etc. For example a beaded 
yoke from an Indian costume was used 
“as is” on a modern dress style. Whether 
it will go so far as the beadings of 
Grandma’s day is hard to tell, but the 
Indian influence is getting plenty of 
attention. And you might tie up the 
cowboy angle with it—early promotions 
of saddle tones and trimmings are big. 
(See our recent style articles for elab- 
oration of these themes.) 

There’s another strong story in heels 
and soles—good for a promotional 
build-up showing the place and purpose 
of the various heels, thick and thin 
platforms. 

But don’t let your interest in major 
promotions keep you from telling and 
dramatizing the features of certain in- 
dividual shoes that have style interest. 


Even a small descriptive card will help, 
or a small dramatic accent. Possibly a 
swatch of navy suiting with a blue, red 
and black tailored shoe with it. Or 
polished coal with coal-black patents. 
Or patents on swatches of prints. Or 
copper wire with patent threaded with 
burnished copper. Or a magazine cos- 
tume cut-out to accompany the correct 
shoe. We’ve come back to this because 
the popular fashion magazines are do- 
ing so much with “style coordination,” 
including shoes, that it should be recog- 
nized. 

What about the “permanent” back- 
ground”—the background that carries 
the atmosphere of the season in its color 
and decoration? The neutral, plain 
background is safe, and does not detract 
from the shoes and the group promo- 
tion settings. But there will probably 
be a further development of the paper 
cut-outs that began with the extensive 
use of the glazed paper chains at Christ- 
mas time. Paper flowers in festoons are 
already brightening one smart Avenue 
store—not the imitation flowers, but flat 
cut-outs of colorful glazed paper clipped 
together. The idea can be carried on 
into trees, clouds—in fact complete 
paper pictures, if desired. Inexpensive 
and easy to make, an almost endless 
variety of designs in various colors and 
textures are possible. They can be used 
to attract attention, yet not detract 
from the shoes and accompanying pro- 
motion themes. 


j A aes 





Ginuwine TUCSON COLT 


Specially priced 4.95 
Back to old frontier days this ‘soft-as-butter’, 
leathor shoe. Mellow. yellowish tan in color, like 
the soft fawn color of true Western horses. A 
touch of Indian, too, in the short-tringe edging 
and thong laces. [lasticized instep to prevent 
biting and gapping. Sizes }'/, to 9. 


SNOB SALON STREET FLOOR 


‘ GHESTNUT AT JUNIPER 


This interesting advertisement was 

used with grati results re- 

cently by Lousol’s, Chestnut Street, 

Philadelphia, where Maurice Yos- 

kin is owner of the shoe depart- 
ment. 


Compare Your Figures 
With These 
[CONTINUED FROM PAGE 17] 


(designated hereafter by the initials 
A. C.) is given as 67.1 per cent net 
sales; for profitable concerns (desig- 
nated as P. C.), 65.4 per cent; and for 
unprofitable concerns (designated as 
U. C.), 70.2 per cent. Total expense 
(net sales minus cost of goods sold) 
for the three groups amounted to (A. 
C.) 30.7 per cent net sales; (P. C.) 
29.3 per cent; and (U. C.) 33.0 per 
cent. Since net profit is figured from 
gross margin minus expenses, the profit 
(or loss) figures for these groups read 
as in the preceding paragraph. 
Breaking down this expense figure, 
we find that salaries of owners and 
officers in the three groups amounted 
to A. C., 10.4 per cent net sales; P. C., 
10.1 per cent; and U. C., 10.5 per cent, 
while wages of all other employees 
were A. C., 7.3 per cent; P. C., 6.6 
per cent; and U. C., 8.6 per cent, indi- 
cating a higher payroll expense (in 
proportion to net sales) in the unprofit- 
able concerns than in all concerns or 
in those operating profitably. 
Ninety-one per cent of the concerns 
rented their premises, and occupancy 
expense in the groups amounted to A. 
C., 6.0 per cent net sales; P. C., 5.9 
per cent, and U. C., 6.5 per cent. Ad- 
vertising accounted for A. C., 2.0 per 
cent; P. C., 1.9 per cent, and U. C., 2.1 
per cent, bad debt loss for 0.3 per cent 
of the net sales figure in all three 
groups. All other expense amounted 
to A. C., 4.7 per cent net sales; P. C., 
4.5 per cent; and U. C., 5.0 per cent. 
Realized mark-up (percentage of 
cost) was given as A. C., 49.1 per cent; 
P. C., 53.0 per cent; and U. C., 42.5 
per cent. Inventory turnover was 1.8 
times per year in all three groups. 
The relationship between size of con- 
cern and size of town are studied in the 
report, with the following interesting 
facts coming to light: Gross Margin 
tends to decrease as the size of the 
store increases, except in the smallest 
towns (those under 20,000 population), 
where the gross margin figure in the 
largest stores ($50,000 to $300,000 an- 
nual sales volume), 32.1 per cent net 
sales, is larger than that in smaller 
stores. In all other cases, however, the 
situation is reversed. Total Expense in 
all groups increases as the size of the 
town increases; this is to be expected. 
In the smallest and largest towns, total 
expense decreases as the size of the 
store increases; in the middle group of 
towns—20,000 to 100,000 population— 
there is a slight increase in the expense 
figure in stores doing a larger’ annua! 
sales volume. Profit (or loss) fluctu- 
ates greatly, with little dependence on 
the size of the store or of the town. 
Small stores (less than $10,000 an- 
nually) showed a loss of 0.8 per cent 
net sales in towns under 20,000 popu- 
lation; these same stores in towns of 
20,000 to 100,000 population showed a 
[TURN TO PAGE 43, PLEASE] 
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When the Buyer Is Really a Seller 


[CONTINUED FROM PAGE 16] 


ing of the new customers this one shoe 
attracts to the department. 

This shoe is never advertised in the 
newspapers or shown in the windows, 
Men on the floor are paid the following 
P.M.’s for selling this shoe: ten pairs 
sold in a month, $1.00; fifteen pairs 
sold in a month, $1.50; twenty pairs 
sold in a month, $2.00; twenty-five or 
more sold in a month, $5.00. Many of 
the men hit the 25 pair per month 
schedule regularly. 

That is quite a bit about one shoe, but 
it does show what can be done from the 
selling angle in increasing sales. 

In clothing and department stores, 
inner-store promotions are a vital neces- 
sity. All are faced with the limited win- 
dow problem, so must depend on a good 
percentage of inner-store “introduc- 
tions” from salesmen from other de- 
partments. 

These men are in a position of greatly 
influencing many potential customers to 
the shoe: department. To do the job 
with telling enthusiasm, the store sales- 
men must think well of the men in the 
shoe department and the product they 
sell. 

Contests, which are constantly being 
changed, have been found to be the best 
medium of keeping the flow of “intro- 
ductions” up to a satisfactory level. 
Every man who introduces a customer 
to our shoe department receives a card 
which is worth a dime. Extra contests 
such as the man who brings in the most 
customers during a month receives a 
present of a pair of shoes. Then it may 
be a pair of tickets for some good fight 
at the Hollywood Legion Stadium, or 
two tickets to a good show, with dinner 
in town, at a good cafe. 

Clothing and furnishing salesmen in 
all the Brooks stores like the shoes car- 
ried, so nearly all wear our shoes. When 
he tells his clothing customer, “They 
are good shoes, I wear them myself,” 
his suggestion of stopping in the shoe 
department carries weight. A close 
check shows that 95 per cent of the 
men introduced to the shoe department 
make purchases there. Store meetings 
of all Brooks managers are held once 
a month. They are a great harmoniz- 
ing influence toward closer inner-store 
cooperation. 

The Brooks stores operate active 
uniform departments. With the thou- 
sands of regular Army and Navy men 
being promoted, as well as those re- 
serves being called, this department is 
a constant source of new customers. A 
petty officer, for instance, being ad- 
vanced to chief petty officer means he 
is in the market for a pair of black 
shoes and two pairs of whites. Four 
styles of whites are carried the year 
around, with the main activity cen- 
tered in the San Diego, Long Beach and 
main Los Angeles stores. 


Army officers, now that regulations 
call for the wearing of slacks and ox- 
fords and not the former boots, are in- 
terested in a wide variety of practical, 
serviceable, good-looking shoes, every 
officer being a potential prospect for at 
least two pairs of shoes. Their prefer- 
ence runs to low brown shoes, with 
quite a few liking a monk strap oxford. 

Army and Navy men always buy 
shoe trees, so their shoe selection is 
always presented to them properly 
treed. 

Many private concerns like Coco- 
Cola Company with its hundred-odd 
men, are supplied with uniforms and 
shoes from Brooks. 

Potential customers coming from the 
Uniform Department are a clannish 
group, as a rule. They talk about their 
purchases and how they were treated 
to many more first rate prospects for 
similar footwear. A proved sales pro- 
ducing procedure is to follow an easy 
selling habit. All men like to be treated 
as welcome guests and resent being 
high pressured into buying anything. 
Every man is given an opportunity to 
buy everything his needs require from 
several pairs of shoes to trees and dress- 
ings. The various items are only pre- 
sented to him from a service to the cus- 
tomer viewpoint, by well-trained shoe 
fitiers. 

Those of us in men’s clothing stores 
have one great advantage over an ex- 
clusive shoe store in this instance— 
when a man is introduced by a clothing 
salesman, the conversation starts some- 
thing like this, “Mr. B has just pur- 
chased such and such a suit.” This is 
an excellent opportunity to suggest the 
right shoe for that particular suit, then 
through conversation find out his hob- 
bies in sports and other activities. With 
this information comes the chance to 
show other types of shoes. Many men 
will discover they really need two or 
three pairs of shoes when they only 
vaguely felt the need of a single pair 
when they came in the department. 

Men who come into the shoe depart- 
ment first are personally introduced to 
salesmen in other parts of the store 
upon indication they are interested in 
certain merchandise. Boys in the store 
are much more interested in promoting 
shoes when their own department is 
being promoted. 


Open New Branch 


HAZLETON, Pa.—The Glick Brothers 
shoe stores firm, with headquarters in 
Lewistown, have opened their eighth 
branch of a rapidly growing chain in 
this city at 23 West Broad Street. A 
permanent manager has not yet been 
named, but for the present David Gins- 
berg, formerly of Hagerstown, Md., 
will be in charge. 


[35] 




















are YOU the man 


we are locking for? 


We have the opportunity you 
have been waiting for. 


If you qualify, you will be 
placed in charge of an exclu- 
sive Health Spot Shoe Shop, 
drawing a regular salary and 
sharing liberally in the profits 
of the store. 


Latest data on fitting tech- 
nique, selling routine and win- 
dow display is furnished through 
a central office where constant 
research is carried on. 


Your ability to make an intelli- 
gent presentation and follow 
through with accurate fittings, 
will enable you to build a fine 
following of satisfied custom- 
ers. As the store’s volume in- 
creases, profits go up and so 
does your income. 


As more and more Health Spot 
Shoe Shops are established, we 
must seek the right type of men 
who are capable of conducting 
a successful retail business. 


The two major requirements 
are, retail shoe selling experi- 
ence and a thorough knowledge 
of orthopedic shyves and correct 
fitting, plus ambition, a desire 
to work hard, a pleasing per- 
sonality and good health. 


If you have these qualifications 
and can furnish satisfactory 
references as to character and 
past employment, send for an 
application blank today! 


HEALTH SPOT SHOE SHOPS, INC. 


Industrial Avenue 
DANVILLE, ILLINOIS 











Shoes Have Scuffless Heels 


EL DU PONT DE NEMOURS & CO. (INC), PLASTICS DEFARTMENT, ARLINGTON, NEW JERSEY 


BOOT anv SHOE RECORDER, March 1, 1941 


Asmart shoe must be a smart 
performer. That’s why the 
manufacturer of Nanette 
shoes uses Scuffless“‘Pyraheel”’ 
plastic heel covering. In ap- 
pearance“ Pyraheel” is always 
uniform—styled to a faultless 
match. In wear, it resists 
cracking, denting, or fading. 
Of course, women want this 
beauty-wear insurance. 








Chicago Store 
Highlights Colors 


Cuicaco, Int.—High colored shoes 
were given an important place in the 
Spring fashion picture in a _ recent 
accessory promotion by Carson Pirie 
Scott & Co. In addition to several 
large newspaper advertisements, 12 
State Street windows were devoted to 
featuring bright colors in shoes and 
other accessories. Red shoes were 
shown with a grey ensemble, with a 
red suit and with new Spring tweeds; 
green shoes were shown with green 
and with brown; and brown shoes with 
gold. 

Legend on the promotion ran: “The 
Spring sun cuts through fashion’s 
prism to find these brilliant accessory 
colors—paint box red, orange, blue and 
violet make the pulse of fashion beat 
faster. Carson’s approves this new 
tempo, speeds up your navy with deep 
violet, lets green or red run rampant 
through your suit and hat. Wear them 
as a single stroke of color, or split the 
spectrum. But be bright about it!” 


Repair Shoes for the Needy 


INDIANAPOLIS, IND. — Hundreds of 
pairs of worn-out shoes are being re- 
paired by the local WPA for distribu- 
tion to the needy in Marion County. 
From Oct. 1 to Dec. 31, last year, 
WPA workers repaired 2331 pairs of 


men’s shoes, 2736 pairs of women’s 
shoes, and 2941 pairs of children’s 
shoes, all of them being of destitute 
families. Henry Mueller, Center town- 
ship trustee and sponsor of the project, 
has received several hundred pairs of 
men’s shoes from Fort Benjamin Har- 
rison, where they were worn by sol- 
diers. They will be inspected and re- 
paired and distributed to the needy. 


Missing Shoe 
Retailer Found 


ROCHESTER, N. Y.—George Ruge, the 
former Fredonia shoe retailer for 
whom a radio search was instituted on 
the “missing heirs” program, has been 
located in New York City. 

He will now receive the $6,500 which 
his brother, William Ruge, former 
partner in the shoe business at Fre- 
donia and Dunkirk—bequeathed him. 

Ruge, traced through the fact that 
he was last reported to be registered 
at the Mills Hotel in the early thirties, 
said he had been employed lately in 
delivering lunches at office buildings. 

But for three years prior to getting 
work he had spent his nights in the 
subway, getting his “lodging” each 
night for the five cents fare he paid 
for the subway ride. 

The brothers were well known among 
shoe men and had a prosperous busi- 
ness. 


New Slant on 
Vacation Shoes 
[CONTINUED FROM PAGE 19] 


The Perennial Spectator 


However, perhaps she is the kind of 
woman who prefers a somewhat higher 
heel in a slightly more formal shoe. 
Then you can suggest the spectator 
pump or oxford. This season’s popular 
saddle color in smooth or alligator grain 
calf, with a bootmaker finish, is the per- 
fect answer to her needs. It can be 
worn on the journey to camp and after 
arrival. Light and neutral in tone, sad- 
dle color can be worn with both town 
and country tailored and spectator 
clothes. There are plenty of accessories 
... from hats to belts, including gloves, 
handbags and stockings . . . matched to 
this popular color. 


The Conservative Slipon 


To many women a fairly high-riding 
slipon on a 16/8 to 18/8 heel with 
opened-up vamp and perforations is the 
one and only type for Summer daytime 
wear. We offer it here with flattering 
d’Orsay line. This type is available in 
every material and color so we leave it 
to you to sell her gabardine, if that is 
what she wants. Or crushed kidskin, if 
that is her choice. Or smooth calf or 
kidskin. Or fabrics, cool and Summery 
in linen or shantung weaves. 


For Dress Parade 


First, the Rocker Bottom SANDAL. 
This shoe has style importance for two 
reasons. Its rocker bottom sole is some- 
thing new this season for high-heeled 
sandals. The sole, incidentally, is a 
perfect idea for a dressy vacation shoe, 
offering, as it does, protection from 
rough or damp ground. Since straps are 
very definitely on the way in, the strap 
sandal has more style importance than 
in past seasons. 

Second, the Open Tore SLING Pump. 
Everything about this pump has high 
style appeal for the coming Spring and 
Summer . .. its open toe, open back and 
big pompom-like ornament. (The Greek 
Evzone’s traditional shoe has a pom- 
pom, you remember.) 

Both these dressy shoes are, of 
course, to be carried as extras to put 
on for dress-up occasions at camp or 
on any vacation trip. They have a place 
for more general town wear for dressier 
daytime, as well as evening, occasions. 
Here again, there is a wide choice of 
materials and colors. For a very prac- 
tical vacation dress-up shoe, black pat- 
ent leather, a medium or dark color in 
kid or calfskin, or a washable white or 
light leather, are all good choices. 


Shoe Man Retires 


CoNNEAUT, OHIO—Mort G. Ander- 
son, retail shoe merchant at Conneaut, 
Ohio, for more than 40 years, an- 
nounced his retirement on Feb. 17. 
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Navy and Color Highlight Spring Selling 


Advance Season Sales in Chicago See Growing Interest in 
Patriotic Colors—Business Shows Improvement 


Over Last Year 


Cuicaco, ILL.— Navy blue, blond 
shades, antique effects and all colors in 
alligators are rapidly coming to the 
fore in the Chicago retail Spring shoe 
selling picture. Although black gabar- 
dine and patent are sales leaders, dur- 
ing the past several weeks, sales have 
been rapidly spreading through diverg- 
ing styles and patterns. Advance Spring 
styles, resort and play shoes are mov- 
ing well and, in fact, selling much bet- 
ter than last year at this time. 

Gabardine and patents are still vol- 
ume sellers with black leading and blue 
showing a week-to-week improvement 
in sales. Carson Pirie Scott & Co. de- 
voted the entire series of Spring fash- 
ion windows to blue ensembles with 
blue shoes and included a window of 
red, white and blue shoes. Calf, chiefly 
because of the elasticizing features 
which make it easier to fit many people, 
is now reported selling better than for 
many years. Pumps are receiving con- 
siderable attention throughout the pro- 
motions and selling well. Maling Bros. 
have featured “Shirtwaist Pumps,” 
described as “pumps to wear with those 
new shirtwaist suits.” Pumps to do 
double duty under your furs and cloth 
coats.” This same firm has also been 
featuring bow trimmed pumps. 

This is expected to be a record sea- 
son for alligator, which is selling in 
good volume now. in the $16.75 grades 
in bright and light shades for resort 
wear and in the middlé price range in 
Navy, maple, antique and black for cur- 
rent wear. Marshall Field & Co. is 
featuring alligator throughout its de- 
partments in the salon shoes with bags 
to match, referred to as “Hot Shades in 
Alligator—alligator in the hot shades 





Dates to Remember 


First Monthly Showing for 1941, 
Michigan Shoe Travelers, Hotel 
Statler, Detroit, Mich. March 3, 1941 


Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York. 

March 31, April 1, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Penn- 
sylvania, New York. 

May 4, 5, 6, 7, 1941 


Spring Meeting Tanners’ Council 
o 


White Sulphur 
May 8, 9, 1941 


erica, 
Springs, W. Va. 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, Morrison Hotel, 
Chicago, Ill. June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 





—red, white, blue, maple and blond. 
Baby alligator—soft and supple, shin- 


[TURN TO PAGE 44, PLEASE] 


Priority Committees Named 


WASHINGTON, D. C. — Appointment 
of B. A. Gray, president of the Inter- 
national Shoe Co., St. Louis, as indus- 
trial consumers’ representative on a 


BYRON A. GRAY 


five-man priority committee for hides, 
skins and leather was announced on 
Feb. 21 by Production Division of the 
Office of Production Management. 
Other members of the committee in- 
clude Ralph Pope, Boston, pro- 
ducers’ representative; Commander F. 
P. Delahanty, Navy representative; 
Lieut. Col. Robert McG. Littlejohn, 
Army representative; and as consult- 
ant to the committee, Merrill A. Wat- 
son, from OPM’s production division. 
A rubber priority committee includes : 
A. L. Viles, president, Rubber Manu- 
facturers’ Association, producers’ repre- 
sentative; Maj. G. K. Heiss, Army rep- 
resentative; Commander H. M. Shaffer, 
Navy representative; and W. L. Finger, 
consultant to OPM’s production division. 





LiFe 
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Brown and White 
Elk. 10/8 all leather 
heel, Phillips pat'd 
spikes. Size 4'- 
9, AAA-C. Price 
$3.90. 


2% 15, Net 30 


PRESTIGE AND 


CHUMS * 


EXTRA VOLUME 


TOM-BOY* 


PRESTIGE 
PROFIT 


This Official P.H.D. Golf Oxford is your oppor- 
tunity for additional business this spring. 


Sample pair on request. 


SHOE MFG. CO. 


Milwaukee, Wis. 
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1941 Fall Colors for 
Men’s and Women’s Shoes 


New York—Six colors for men’s 
shoes and six for women’s shoes have 
been chosen for Fall, 1941, by the joint 
committee of tanners, shoe manufac- 
turers and retailers in cooperation with 
the Textile Color Card Association, it 
was announced by Margaret Hayden 
Rorke, managing director of the latter 
organization. 

The new men’s colors, to be named 
later, consist of a reddish brown, a cor- 
dovan shade and a saddle tone. The 
repeated colors are Yankee Brown, 
American Tan and Dixie Tan. 

The six colors for women’s shoes 
comprise Bluejacket and Turftan, 
which are repeated for continued pro- 
motion, and four new colors, to be 
named later, consisting of a golden 
brown, a deeper tone of the Congo 
Brown type, a dark red and a tortoise 
shade. 

Advance swatches of these colors are 
now in dye and will be issued shortly 
to the association’s members in the 
shoe and leather industry. 





Spokane Retailers 
Elect Officers 


SPOKANE, WASH.—The Spokane Re- 
tail Shoe Dealers’ Association has 
elected its new officers for 1941 as fol- 
lows: Lou E. Lincoln, of Lincoln’s Dr. 
M. W. Locke Shoe Shop, president; B. 
J. Saad, manager of Saad Brothers, 
vice-president, and James H. MacKay, 
of the Shoe Laboratory, secretary-trea- 
surer. Directors named were: Will 
Kronenberg, of Kronenberg’s Shoe Hos- 
pital; L. Kaiser, Hill’s Shoe Store, and 
H. W. Hern, of Berglund and Hern. 





Weyenberg Names 
New Ad Manager 

MILWAUKEE, Wis.— Lester Hafe- 
meister, formerly with the Florsheim 
Shoe Co., Chicago, has been named ad- 
vertising manager of the Weyenberg 
Shoe Manufacturing Co., here. 


Major Rainey Joins Brown 
Shoe as Sales Executive 


St. Louis, Mo.—Major Ernest A. 
Rainey, who for the past nine years 
has been with the Diamond Shoe Com- 
pany, New York, as sales executive in 
charge of outside selling, has resigned 
his position with that firm to join the 
Brown Shoe Company, here, as sales 
executive. In his new position, Major 





MAJOR E. A. RAINEY 


Rainey will be associated with Clark 
R. Gamble, vice-president of the firm, 
and will represent the men’s and wo- 
men’s lines of Brown Shoe Company to 
the large chain organizations through- 
out the country. He will maintain of- 
fices in New York City and St. Louis. 

Major Rainey joined the Diamond 
Shoe Company in 1932 as a special 
factory representative, assisting Max 
Houseman, general manager of the 
firm. He was later appointed sales ex- 
ecutive in charge of outside factory 
selling and was also associated with 
the A. S. Beck retail shoe chain in the 
New York office. 

Before joining the Diamond Shoe 


Company, Major Rainey was connected 
with the F. M. Hoyt Shoe Company, 
of Manchester, N. H., for over 15 
years, working up to the position of 
general sales manager and director of 
the firm. He also served as vice-presi- 
dent of the Beacon Shoe Company, a 
chain of retail shoe stores owned by 
the F. M. Hoyt Company. 

During his association with the Hoyt 
Company, the United States entered 
the World War and Major Rainey left 
to enlist in the field artillery and later 
received a commission. He served 18 
months with the A.E.F. and took part 
in five major battles in France. After 
the Armistice he was with the Army 
of Ocupation in Germany before re- 
turning to the United States and his 
position with the Hoyt Company. 

Later Major Rainey was appointed 
military aide on the executive staff of 
two of New Hampshire’s governors, 
Governor Charles W. Tobey and Gov- 
ernor H. Styles Bridges. He also served 
as vice-chairman of Governor John G. 
Winant’s State Committee, who was 
recently appointed the new Ambassa- 
dor to Great Britain. 

Just recently Major Rainey’s son, 
Ernest A. Rainey, Jr., received his ap- 
pointment to the United States Naval 
Accademy at Annapolis, which he will 
enter in June. 


F. W. Cook Re-elected Lima 
Cord Sole & Heel Co. Head 


Lima, OH10—F red W. Cook has been 
reelected president and treasurer of 
the Lima Cord Sole & Heel Co. Grover 
Weber is new plant superintendent, 
and directors are: Mr. Cook, A. H. 
Harrison, Melvin C. Light, Leo T. Nor- 
ville, Harold Smith, W. D. Wynant and 
Chester Myers. Mr. Wynant is vice- 
president, Charles Killen is assistant 
treasurer and T. W. Keifer, secretary. 


Elected Director of 
Merchants’ Group 


AKRON, OnI0—George Nobil, of the 
Nobil Shoe Co., has been elected a di 
rector for a two-year term of the 
Akron Merchants’ Association. 
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Dayton Retailers Send 30 
Barrels in Relief Shoe Drive 


DayTon, On10—Between 30 and 35 
barrels of shoes were obtained by the 
Dayton Shoe Retailers’ Club in its 
month and a half drive for “Barrels 
of Shoes for Britain,” it was announced 
during the recent dinner meeting of 
the organization held in the Hotel 
Miami. 

The campaign opened immediately 
after New Year’s Day and continued 
until February 15. A committee is 
now making ready to inspect the hun- 
dreds of pairs received, and those in 
need of repair are to be given to the 
Good Will organization in this city 
which works among the poor. 

President Edward Blomquist in mak- 
ing public the report told a ladies’ spe- 
cialty shop in Dayton that contributed 
some 30 pairs of shoes, given by the 
saleswomen of the store. Another in- 
cident was related of a woman taking 
two pairs of shoes to a shoe repair 
shop to have them put in good condi- 
tion before placing them in one of the 
barrels. 

Virtually every shoe store and shoe 
department in the city took part in the 
campaign and each obtained at least 
one barrel of shoes. The shoes are to 
be packed and shipped to New York 
City in the name of the Dayton Shoe 
Retailers’ Club. 

All stores are cooperating in the 
Spring Week opening with special win- 
dow display cards being used by club 
members. 

The fact that Dayton shoe stores are 
losing worthwhile clerks to industrial 
plants—because of high defense wages 
being paid—was brought officially to 
the attention of the club. The matter 
is to be brought up again for further 
discussion at the next club meeting. 
Contacts are to be made with the Day- 
ton Retail Merchants’ Association and 
the Dayton Chamber of Commerce in 
an effort to obtain facts and figures 
regarding the matter, as well as co- 
operation of the two organizations in 
efforts to solve the problem. 

The next meeting of the Dayton shoe 
dealers will be on March 12, and all 
traveling shoe men in the territory at 
the time are invited to attend. 


International Awarded CCC 
And Army Shoe Contracts 


Boston, Mass,— The International 
Shoe Co. has been awarded contracts 
to make service shoes for the Civilian 
Conservation Corps and leather logger 
boots for the regular Army,*as the 
result of bids opened at the local Army 
Base on Feb. 8 and 12. The C. C. C. 
order involves 28,968 pairs of: “Type 
B” shoes, with leather soles, at $3.24 
per pair; and the same number of 
“Type E” shoes, with corded rubber 
soles, at $2.97. The boot award in- 
volves 23,167 pairs at a price per pair 
of $4.48. 





delivery. 
Place 


HUTH & 

























Timed right — 
All illustrated numbers $2.50—one week | 
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styled right — priced right! 


mail orders NOW for these out- 


standing MODERN MISS Dress “Hits.” | 
Many more fast-selling styles in Dress, Sport | 
welts and ‘Tween-Time Shoes. Write to have | 
salesman call and show you the complete _ 
MODERN MISS line and price range. | 


JAMES SHOE co. « 


W330L Bik. elast. gab. & bik. patent—15/8 heel 
W331L Blue elast. gab. & blue calf 
W333L Congo bro. elast. gab. & nat. calf 


——— & bik. + on oo pai 
sion. gab, & blue 
ieaseie. oa hen: calf 


Bik. elast. crushed kd—13}/8 heel 
Beige elast. crushed kid 
Bik. elast. gab. & bik. ppeat~i0/s heel 


Blue elast. gab. & blue 
Stine oho, nanetread oem 

















Watch for MODERN 
MISS national advertis- 
ing in Life, Mademoi- 
selle, and Your Charm. 


Nhedeas’ Mle 





toveryfsuoes 
NATIONALLY \ KNOWN / 





Shoe Men’ . , Sons i in ihe Army 


ROCHESTER, N. Y.—Sons of three 
local shoe men are members of Battery 
D, 209th Coast Artillery, the new anti- 
aircraft regiment made up of Roch- 
ester and Buffalo men, who left re- 
cently for a year of training at Camp 
Stewart, Ga. 

They are Sergeant David W. Chase, 
son of Harry A. Chase, secretary of 
the New York State Shoe Retailers’ 
Association; Private Fred L. Myers, 
Jr., son of Fred L. Myers, who has a 
shoe store on Front Street; and Elmore 
Ayer, Jr., son of the manager of the 
Pentucket Counter & Heel. Company, 
Clyde, N. Y. 


Seber Men’s Store Adds 
Shoe Department 


Boston, Mass.—Scott & Company, 
one of Boston’s best known clothing 
stores for men and boys, has expanded 
its space at 340 Washington Street, 
and has added men’s furnishings, in- 
cluding shoes. The Nettleton line is 
being carried, the business having 
been taken over from the Boston Net- 
tleton Store, which closed recently 
after operating for several years at 
325 Washington Street. The new Scott 
shoe department is in charge of Law- 
rence Lamplough, formerly manager 
of the Nettleton store. 
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When the shoes start losing ground, 
Newflex STILL is good and sound. 





NEWFLEX PIGSHIN 
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Women's Shoes 
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NEWLY STYLED HAND TURNED COMFORTS 
IN STOCK 
RETAIL 
$3 - $4 
4TO 10 
ATO EEE 


Priced right for 
trade & 


No. 806 
Write for Catalog 


ABBOTT SHOE CO. No. Reading, Mass. 


ESTABLISHED 1855 
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Soles and Heels 
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LITHOX CORD HEELS 
NON-SLIP 


The popular heel because of 
Quality and price. 


Tie LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 




















Diamond Shoe Co. Honors 
Departing Sales Manager 


New YorK—Executives of the Dia- 
mond Shoe Company and the A. 8S. 
Beck Shoe Company held a testimonial 
dinner recently in honor of Major Er- 
nest A. Rainey, who is leaving to join 
the Brown Shoe Company of St. Louis 
as a sales executive. 

Major Rainey was presented with 
several pieces of beautiful luggage as 
parting gifts from heads of the several 
departments and executives. of the 
firms, all.who joined in congratulations 
on his new job and best wishes for his 
success. 
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Central States Show Reports 
Many Advance Reservations 


Cuicaco, ILt.—The committee of the 
Central States Shoe Fair, which is to 
be held on June 1, 2 and 3, 1941, at 
the Morrison Hotel, Chicago, reports 
that they already have a large number 
of advance reservations booked for this 
show. 

As a joint convention of the Grand 
Rapids Mid-Summer Shoe Fair, the 
Illinois Shoe Travelers and Retailers, 
Chicago Shoe Travelers, Wisconsin 
Shoe Travelers and Retailers, Iowa 
Shoe Travelers, and with the individual 
collaboration of members of Indiana 
and Northwest groups, this show cov- 
ers a solid block of states from Indiana 
and Michigan west through Kansas, 
Nebraska and the Dakotas for retailer 
attendance. 

The following is a list of officers and 
committee chairmen through whose ef- 
forts this Central States Shoe Fair is 
making an outstanding debut: 

Convention chairman, Roland E. 
Lips; executive secretary, George 
Slater; vice-chairmen, U. K. Allen, 
W. J. Crawford, Carl Ortlund, Carl E. 
Verburg, L. L. Imig and Sid Weber; 
registration, Otto H. Dumke and Wm. 
L. Drummond; publicity, U. K. Allen 
and Curtis Johns; program, E. H. 
Dickenson; reception, Carl Ortlund. 

Reservations may be made through 
George Siater, secretary, Parlor 8, 
Morrison Hotel, Chicago, Illinois. 


Moves Store 


MILWAUKEE, Wis.—Harry Branovan 
has moved his shoe store from 839 W. 
Wainut St. to larger quarters at W. 
Walnut and N. 12th St. The new store, 
which carries a complete line of shoes 
for the entire family, is situated on a 
transfer corner in its new location. 
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MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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Fathers and Sons— 
And Grandsons 


BIRMINGHAM, ALA.—J. Don Cargill, 
Jr., manager of the men’s shoe depart- 
ment of J. Blach & Sons, is being con- 
gratulated on the arrival of Don III, 
at his home. The grandfather in the 
case is J. D. Cargill, Sr., formerly man- 
ager of Blach’s shoe department, but 
now on the road for the Nunn-Bush 
Shoe Company. He is also receiving 
quite a few congratulations. 





New Houston Men’s Department 


The new men’s shoe department at Rolle, Jewett & Beck, exclusive men’s fur- 


nishings store, Houston, Texas. S. S. 


is manager of the new department. 
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N EW. TIONAL DEVELOPMENT 


FOR RELIEF AND SUPPORT 

WHERE 7 IN 10 NEED IT— 
AT THE BALL 
OF THE FOOT! 


ate. ¥. S- pat. OFF 


Al BELLALRE SHOE 


.. with the selling magic of our patented 
Footloose Process of the “ Floating In- 


nersole,” in addition to Bellaire’s 


Saga walking on air—that's the glorious sen- famous cushion-comfort features. 
sation Dr. Scholl’s LuPAD gives the wearer! 
This totally new, different, feather-weight elastic 
cushion slips over the fore part of the foot. 
Fitted with a soft pad of Latex Foam that snug- 
gles up under Metatarsal Arch, giving support 
and relievi ing pains, cramps, callouses and ee 
ing sensations at the ball of foot. > 
Dr. Scholl’s LuPAD weighs but the a 
merest fraction of an ounce. Worn ol re siete, et aenenne 
with the grandest ease in smartest high ; ,. OF IN STOCK STYLES 
heel shoes. Flesh color. Washable. fa ¢ ° 
Made in sizes, Women’s 3 to 10, Men's 7 to ‘a 
13, inclusive. Rights and lefts. Sold in pairs 
only. Retails $1.00 pair. Wholesale $8.00 
dozen. Packed in attractive display container. 
SPECIAL INTRODUCTORY OFFER! 


Order One dozen 
of Dr.Scholl’s LuP. 
assorted sizes and you 


Amazingly flexible & comfort- 
able, FootLoose SHoes 
have everything that sells 








HAMPTON 
No. 1501 
Black Gabardine 
AAA to ( 


Also in Blue Gabardine 


RETAILS 


and Patent AT $500 





will receive this attrac- 
FN gales co omeutas 


play Foot 


onven ATONCE! 


THE SCHOLL MFG. 
Inc., Chicago, 


Cco., 
New York. 


“The Birds Fly North” 


Burraw,;'’ N- Y:— With signs of 
Spring around the corner, Buffalo shoe 
men who have been enjoying the Win- 
ter in the warmer climate, are now 
home or homeward bound. Martin 
Janis, owner of Jays Shoes, Inc., who 
has been visiting his aged sick mother 
in Hollywood, Calif., and Fred Liddon, 
who has been spending the Winter in 
San Diego, Calif., are on the way 
home. Herman Jadd, Samuel Laufer, 
Carl P. Sickler and Louis LaDuca have 
been wintering in Florida and re- 
turned to Buffalo last week. 

Philip Koren, owner of the Buffalo 
Drygoods Co., will remain a_ while 
longer at Miami to regain his health. 


Hart to Open New Store 


RocHEsTer, N. Y.—John J. Hart, 
who recently sold his interest in the 
former Hart & Matson Shoe Store at 
Corning to his partner, Clifford M. 
Matson, announces that he is to start 
a new store at 104 East 4th Street, 
Corning. 

Mr. Hart is now making arrange- 
ments for lines of shoes to be carried 
and expects the business will be under 
way about March 15. The name of the 
former Hart & Matson store, with 
which Mr. Hart had been associated 
for 17 years, has been changed to 
Matson’s. 


Beautifully finished 
foot, actual size 
mounted on foot. 


Solid wood base. VISION 
Free with special in- 
troductory offer. 





Appeal to Sportsmen 
Made in Displays 

DENVER, COLO.—An appeal to sports- 
men is made in the windows of the 
Nunn-Bush Shoe Store at 607 Six- 
teenth Street, here. 

Small statues of horses and hunting 
dogs are placed among the pairs of 
shoes as display ornaments to attract 
passersby. 

Sport styles in shoes and plaid sports 
socks are featured in these windows. 


From One Old-Timer 
To Another 


RocHEsTerR, N. Y.—Among letters of 
congratulation which have come to 
Phelan’s Shoe Store, started in 186% 
and that recently moved into a new 
home, was one from another old shoe 
store — Heberling’s of Warrensburg, 
Mo., started the year before and con- 
tinued under similar circumstance. 
O. B. Heberling, a member of the firm, 
wrote: 

“Our store was started just one year 
before, in 1868, by our father. He was 
active until his death in 1922 and since 
then my brother and myself have oper- 
ated the store. We were the oldest cus- 
tomers the John Kelly Company of 
Rochester had on their books when they 
quit business. We trust you fellows will 
get to celebrate the 100th anniversary 
of your store.” 


BELLAIRE SHOE COMPANY, PORTLAND, ME. 


F HOLMES, STICKNEY &6 WALKER. IN 


The Phelan Shoe Store is now owned 
by Chester C. Phelan and his brother, 
Harry H. Phelan, who have conducted 
it since the death of their uncle, James 
H. Phelan, who started the business. 

Another shoe retailer, whose store is 
in Maine, liked the picture of the Phelan 
store which appeared in the Boot AND 
SHOE RECORDER, and he wrote asking 
the kind of materials used in the front 
as he wants to duplicate it. 


Named Chamber of 


Commerce Treasurer 


Americus, Ga.—T. C. Tillman, of 
the Tillman-Brown Shoe Company, has 
been named treasurer of the Americus 
Senior Chamber of Commerce. 


Sandals for the Duke 


St. Louis, Mo.—Gardner Smith, 
president of Foot-Sadls, Inc., recently 
had the pleasure of supplying a pair of 
sandals to meet a special requirement 
of the Duke of Windsor. Mr. Smith 
received the following letter from the 
duke’s secretary at the Government 
House, Nassau: 

“I am desired by the Duke of Wind- 
sor to express his appreciation for your 
cooperation with Dr. Young in the gift 
of the sandals, which he finds a very 
comfortable form of footwear in this 
hot climate.” 
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Custom Built Shoes 
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SHOES FOR SHORTER MEN 
MAKES 
ONE INCH TALLER 
THEY LOOK LIKE OTHER SHOES 


TO RETAIL PROFITABLY AT 
$12.50 UP 


Benched by 0. T. Cole 
COLE ROOD & HAAN CO. 


separ tnt 


hl ie tal i te 


Golf Shoes 


oo OF em 











+ Removable Spikes, 
moccasin toe and 
wing tip patterns. 

Different 
color combi- 
nations. 


Style £2160 
THE ARNOFF SHOE COMPANY 





1017 Duane St. New York, N. Y. 





Awards for Safety Given 


Rocuester, N. H.—More than 1000 
employees of the Spaulding Fibre Co., 
Inc., attended the annual Winter “safe- 
ty party,” at which awards were given 
for a half-year’s operation without lost- 
time accidents. 

Four departments established the 
amazing record on Jan. 31 of running 
28 months to six years without a 
mishap involving loss of time. They 
were the counter department, 72 months; 
Hayes mill, 53 months; Milton mill, 36 
months, and Rochester department, 23 
months. 
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Carrying Children’s Line 

FREDERICKSBURG, VA. — Thomas 
Thompson is covering the western half 
of Pennsylvania and all of Ohio with 
the juvenile lines of the Virginia Shoe 
Company, manufacturers of children’s 
shoes. 


THOMAS THOMPSON 


Mr. Thompson reports business as 
very good in his territory and looks 
forward to being at the top of the list 
of the Virginia sales staff on business 
written up during the year. 


Shoe Men to Hold 
Annual Banquet March 7 


HERSHEY, Pa.—The Central Penn- 
sylvania Shoe & Leather Association 
will hold their Fifth Annual Banquet 
at the Hotel Hershey, here, Friday eve- 
ning, March 7, at 6:30 p.m. An elabo- 
rate full-course dinner has been plan- 
ned consisting of either filet mignon 
or lobster thermidor, according to in- 
dividual tastes. 

T. F. Carfagno will head the pro- 
gram as toastmaster with greetings to 
the assembled shoe and leather men 
given by L. V. Hershey. 

Guest speaker of the evening will be 
Lee Donehue, who is associated with 
the Capper Publications and the Dale 
Carnegie Institute. 

Galen B. Horner is chairman of the 
banquet committee, assisted by W. P. 
Billows, A. A. Burnett, Grant D. Gerbe- 
rich, John Hungler, Stuart Ingraham, 
Ralph Jennings, George Kreider and 
W. E. Kreider. 


The Army Takes Them Fast 


New York—Stewart Farnham, who 
was recently appointed sales _ rep- 
resentative for the Bourbeuse Shoe Co. 
in Pennsylvania, New York and New 
England, has been called up by the 
Army for a year’s training. He was 
made a member of the 165th Infantry 
= is now located at Fort McClellan, 
Ala. 


A smart lady! She's comfort-wise, 

je-wise, and price-wise, and she's 
found that the Bass Rangeley Mocca- 
sin is the answer for all three. Built 
with True Moccasin construction the 
Rangeley is made from smoked elk, 
tough gristle soles, special tennis 
heels, on the Radcliffe last. Bass has 
many models for in outdoor 
footwear. Another is the women's 
Sportocasin for Golf—tops in its field. 
Send for FREE catalog showing all 
styles in different shoes, and get those 
*women flocking to your store. G. H. 
Bass & Co., Dept. BS-12, Wilton, Me. 











Rangeley Moccasins 


Stewart is the son of Ben K. Farn- 
ham, of Moulton-Bartley Shoe Co., St. 
Louis. 


New Mat Service 


CoLuMBus, On10—Harry Berenfeld, 
of Columbus, advertising manager for 
the Gilbert Shoe Co., has inaugurated 
a new and unique shoe service, which 
he calls the Shu Mat Service, with 
headquarters at 584 E. Whittier Street. 
It is issued monthly, with 12 to 15 
shoes in each issue. The four issues 
now available contain men’s and boys’ 
boots, arch shoes, house slippers and 
big girls’ sports and casuals. 

Each issue of the service consists of 
a mat and three proofs. All the shoes 
are drawn with a personal touch which 
is designed to give individuality to the 
advertisers’ merchandise. 


Dissolve Partnership 


SPOKANE, WASH.—The partnership 
control of the Walker Shoe Store at 
N128 Howard Street, has heen dis- 
solved with Irving Walker purchasing 
the interest of Jack Rogel. 

Mr. Walker, as sole proprietor, says 
that he will extend the men’s and wo- 
men’s shoe lines carried by the store 
and will add a children’s line in the 
near future. 

He also expects to do some remodel- 
ing and redecorating. 
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Compare Your Figures 
With These 


[CONTINUED FROM PAGE 34] 


profit of 2.4 per cent, and in towns of 
over 100,000 population a profit of 4.2 
per cent. On the other hand, large 
stores ($50,000 to $300,000 annually) 
showed a profit of 3.1 per cent in 
towns of under 20,000 population; 1.0 
per cent in towns of 20,000 to 100,000, 
and 0.7 per cent in towns of over 100,- 
000 population, which would seem to 
indicate that a smaller store in a larger 
town fares better than a large store 
in a large town. 

Salaries of owners and officers in 
smaller stores decrease in proportion 
to sales as the size of the town in- 
creases; in middle-sized stores they in- 
crease with the size of the town; and 
in the case of large stores, the size of 
town has a mixed effect. Also, in all 
town classifications, salaries decrease 
in proportion to sales as the size of 
the store increases—an _ interesting 
sidelight on operations. On the other 
hand, wages of employees in propor- 
tion to sales increase as the size of 
the store increases and also as the size 
of the town increases. Occupancy ez- 
pense is interesting to trace in these 
classifications; in small stores it is 
greater in smal] towns than it is in 
larger towns; in medium-sized stores 
it is greater in larger towns than in 


RY es 


MOST EFFECTIVE SALES STIMULANT! 


Right now’s the time to put a brand new Kawneer 
Store Front to work for you—holding old custom- 
ers, attracting new ones. Lots of them, too. 


The effect is really amazing—as thousands of suc- 
cessful merchants in every line will tell you. It's 
an investment that pays spectacular dividends the 
first year, and every year for a long time to come. 


Wrile Kawneer today, for free illustrated store front 
booklet and facts on superior Kawneer Store Front 
features that mean greater value for your money. 


Kawneer 
STORE FRONIS 


COUPON BRINGS YOU 
BOOKLET ON NEW 


ILLUSTRATED 
STORE FRONTS 


The Kawneer Company, Niles, Michigan 
Please send free copy of your new illustrated store front | 
booklet. 8-3 


Name 


Address _ 


small, a fact which is true also of the 
largest stores. In all cases, however, 
occupancy expense is greater for small 
stores than for large stores in the 
same sized towns. 

A most interesting section of the re- 
port is concerned with operating and 
merchandising ratios by census areas. 
According to returns from this survey, 
the census areas are most profitable in 
the following order: Middle Atlantic, 
net profit of 3.1 per cent net sales; 
West North Central, 2.9 per cent profit; 
East South Central, 2.5 per cent; East 
North Central, 2.4 per cent; South At- 
lantic, 2.3 per cent; Mountain, 1.2 per 
cent; Pacific and New England, 1.0 
per cent; West South Central, 0.5 per 
cent. Let us study three of these groups 
to see what factors make for their suc- 
cess or failure. It might be well to 
analyze the most profitable group— 
Middle Atlantic; the middle group— 
South Atlantic; and the least profitable 
group—West South Central. Typical 
net sales in the Middle Atlantic group 
amounted to $21,400; in the South At- 
lantic group, $30,300; and in the West 
South Central group, $25,800. Cost of 
goods sold was, in the Middle Atlantic 
group, 66.7 per cent net sales; South 
Atlantic, 68.7 per cent; and West South 
Central, 70.2 per cent—higher in the 
two less profitable groups than in the 
most profitable group. Accordingly, 
gross margin was, Middle Atlantic, 33.3 
per cent net sales; South Atlantic, 31.3 


per cent; and West South Central, 29.8 
per cent, decreasing in each case. This 
is to be expected, since gross margin 
is the difference between cost of goods 
sold and net sales. Expenses were, 
Middle Atlantic, 30.2 per cent net sales; 
South Atlantic, 29.0 per cent; and West 
South Central, 29.3 per cent, lower in 
each of the less profitable groups than 
in the more profitable one. This may, 
to some extent, be due to location, since 
salaries, occupancy expense and adver- 
tising expense were higher in the Mid- 
dle Atlantic group than in either of 
the other two. The realized mark-up, 
however, in the Middle Atlantic group 
was 50.0 per cent of cost, compared 
with 45.6 per cent in the South Atlantic 
group and 42.5 per cent in the West 
South Central group—indicating that 
in spite of higher expenses, mark-up 
was sufficiently high in the most profit- 
able group to allow a profit. Turnover 
was smaller in the Middle Atlantic 
group than in the other two—Middle 
Atlantic, 1.5 times per year; South 
Atlantic, 2.4 times; and West South 
Central, 2.4 times. ' 

It must be borne in mind, in studying 
these figures, that this survey presents 
ratios which are averages—not abso- 
lute ratios. As Dun and Bradstreet put 
it: 

“The Survey is not a means for regi- 
menting all the retailers of each trade 
under a uniform gross margin, nor is if 

[TURN TO PAGE 46, PLEASE] 
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TENS B BOTS’ WORK SHOES | 


Honest Value 

In Beery Pair 

ROBERTS-HART, INC. 
KEENE, N. ht. 
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FINE 
HANDMADE 


Casuals 
AND WOMEN 











metatarsal button and 

arch cookie. Combination cork and leather sole— 

= bottom. Available in natural and white. 
Many styles available. We cater to the fine trade. 


FOOTSADLS, INC. 
311 SO. SARAH ST. LOUIS, MO. 














Navy and Color Highlight 
Spring Selling 


[CONTINUED FROM PAGE 37] 


ing like a Hussar’s boots. Wear a pair 
of red alligator shoes in the country 
. choose bright alligator accents to 
highlight gray or navy.” 
, O?Connor & Goldberg is placing em- 
phasis on crocodile with a complete 
window devoted to its display and sev- 
eral promotions for “Crocodile—Ablaze 
with Color.” 

Blond colors, referred to variously 
as saddle tan, maple sugar and desert 
tan, are expected to be the season’s 
Number One high color, as they are al- 
ready selling well, especially in the 
darker and antique versions for wear 
with Winter tweeds later to be adapted 
to Spring shades. Beige is also receiv- 
ing some activity. 


Enlarge Shoe Department 


Fort Wayne, Inp.—A $35,000 re- 
modeling program now in progress in 
the Grand Leader Department Store, 
here, includes enlargement of the shoe 
department, installation of fluorescent 
lighting and new fixtures. 
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Co-operates in Refugee Shoe Campaign 





Henry Leuthold, right, of Kasson, Minn., a town of only 1200 popula- 

tion, has collected and sent to the British War Relief Society in New 

York, four barrels of shoes, which is something of an achievement for 
a locality of this size. 


KASSON, MINN.—Way back in 1865 
Jacob Leuthold entered business in this 
town with a stock of general merchan- 
dise. Kasson is located fifteen miles 
west of Rochester, Minn., home of the 





HENRY LEUTHOLD 


famous Mayo Clinic. 

In 1885 Mr. Leuthold’s son, Henry, 
established a shoe store in Kasson, and 
called it The Leuthold Shoe Mart. To- 
day the store is still an active member 
of the business life of Kasson, which is 
now a town with a population of 1200. 
The town is unique among others of 
its size, in that there are no general 
stores in Kasson; each store is ex- 
clusive in its own line. 

Henry Leuthold is still active in the 
store after 56 years in the business. 
The store carries shoes for both men 


and women. One of the valued pos- 
sessions of Henry Leuthold is a cut of 
a woman’s long-toe high-button boot 
which appeared in the Shoe Retailer 
(now combined with Boot AND SHOE 
RECORDER) around 1887 or 1888. Mr. 
Leuthold uses the original cut often in 
advertisements, and also as a trade 
mark of the store. 

The store has been co-operating in 
the Barrels of Shoes for War Refugees 
campaign, and has already sent several 
barrels of shoes to the British War Re- 
lief Society headquarters in New York. 


New Interest in Cowboy Boots 


Raton, N. M.—The general trend 
toward increased interest in cowboy 
boots is particularly evident from re- 
ports in this little southwestern town. 
Located just across the Colorado-New 
Mexico border and situated in the heart 
of a vast cattle country, Raton has 
been used to cowboy boots since its in- 
fancy. But today they’re becoming 
more common than ever, both among 
the townspeople and teurists as well as 
among farmers and ranchers. of all 
types. 

The report of G. W. Barringer, man- 
ager of the Kilmurray Clothing Co.. 
which operates one of Raton’s most 
successful shoe departments, says: 
“We thought we’d hit the peak on 
boots sometime back, but the demand 
for them seems to be growing every 
year. Last year was our biggest in this 
line to date, and there’s every indica- 
tion that 1941 sales will exceed th« 
previous peak. Youngsters hardly old 
enough to walk are wearing boots dow: 
here and they’re becoming more an 
more popular among women, too. Las‘ 
year we got a tremendous play on boots 
among the tourists.” 
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Leases Thompson A Couple of the Boys in Mexico 
Shoe Department 


ROCHESTER, N. Y.—Wilbar’s French- 
ies, which has a chain of 22 shoe stores 
in New England, has leased the shoe 
department in the store of J. E. 
Thompson & Company, Clinton Avenue 
South, and a complete line of the firm’s 
footwear for women has been installed. 

Arthur Wilkins, traveling represen- 
tative of the company, working out of 
its headquarters in Boston, is in Roch- 
ester acting as temporary manager and 
organizing the new business here. He 
will hire a local manager and arrange 
for a local sales force. 

Besides the Wilbar line, the store 
will also carry the Dr. Hess line of 
orthopedic shoes. New seats have been 
installed in the store and some other 
improvements are to be made. : 

Neal Colvin was formerly in charge 
of the shoe department at Thompson’s. 


Fire Damages Shoe Store 


INDIANOLA, IowA—The shoe store 
here owned by J. Wilbur Jones, was 
burned, recently, by a fire that swept Sol Benheim, shoe buyer for Weiboldt’s Department Stores, Chicago, and Carl 
through two business buildings caus- Winneguth, former shoe buyer of Mandel Bros., Chicago, and now representing 
ing a loss of an estimated $30,000. Most the Louis H. Salvage Shoe Co., and the Salvage-Molloy Shoe Co., of Manchester, 
of the loss was covered by insurance. N. H., on the Coast, friends of some 25 years’ standing, met during the former's 


Penna 4 og he orgie eo son vacation in southern, California and took a trip “down Mexico way.” Here they 
restocked the store with $2,500 worth are rigged out in native paraphernalia on a burro cart in Tia Juana. 


of new merchandise. 
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In every store the slogan is, 
Newflex Insoles build the ’ biz. 
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St. Louis Store Installs 


Permanent Slipper Bar 


Sr. Louis, Mo. — Success obtained 
with Christmas and other holiday pro- 
motion of slippers was so marked that 
Morris Floun, women’s shoe buyer for 
Stix-Baer-Fuller, St. Louis, has made 
the department’s huge Slipper Bar a 
permanent feature of the department. 

During the holiday month of 1940, 
slipper sales at this large women’s shoe 
department set an all-time record, more 
than 40 per cent abcve any preceding 
year, and was evenly spread over every 
price line in stock. Energizing this im- 
provement, and in fact the real reasor, 
was a long L-shaped “Slipper Bar” in 
brilliant red and white plywood which 
Mr. Floun had built at the entrance of 
the department, where it caught the at- 
tention of thousands of shopping wo- 
men. It required a staff of six sales- 
people to take care of the heavy sales 
volume which this segregation of slip- 
pers accomplished. 

The new permanent Slipper Bar fol- 
lows the same shape and merchandising 
setup as the holiday model, with the ex- 
ception that it has been extended to 
present ten feet of space in the main 
aisle of the second floor, and fifty more 
feet back from a right-angle corner 
meeting on the main aisle. In this way, 
passengers discharging from the heavi- 
ly-traveled store escalator immediately 
see the slipper display, and moving a 
few steps around the corner, can find 
the entire stock of the department on 
display to the rear wall. 

The new fixture can accomodate 350 
pairs of slippers, arranged in grad- 
uated price lines which allows the cus- 
tomer to “sell herself up” as she walks 
along the display. There are two dis- 
play levels on the top of the Slipper 
Bar, with brighter colored gay models 
on the top level; more sensible and “de- 
mand” types along the lower shelf. 

The fixture is done in brilliant red 
and white, which may be changed to 
walnut, according to Mr. Floun. Three 
sections of stock space for 1500 pairs are 
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British Shoe Men Carry On 


Regardless of war-time conditions at home and on the high seas, the British shoe 


industry carries on. 


W. R. Davis, representing two makers of women’s high 


grade welt and sports shoes, Bruce Church, Lid., and Church & Co., is at present 
in this country, showing the second lines in leading cities from coast to coast and 


from Canada to Nassau. 
Avenue, better k as 





Church & Co., with a New York office at 428 Madison 
kers of men’s high grade shoes, is showing the more 


classic types of walking and sports shoes. Bruce Church, Ltd., is specializing in 

novelty types of leather and rubber-soled shoes. A thick rubber sole with calfskin 

covered edge is a distinctive development of this firm. Decorative stitching, piping 

and binding and unusual sole treatments are typical of the fine detailing and 
workmanship of these shoes. 





built in behind the bar, and it has its 
own wrapping and package space. Sales- 
people specifically trained in slipper 
suggestion will staff the department. 

The ten-foot main-aisle section will be 
used for promotion of soft-leather and 
fabrics play shoes, which have a close 
sales relation with slippers, according 
to Mr. Floun. From ten to twenty 
pairs of play shoes shown here have 
proven to be effective, and will build 
up many of its play shoe sales from this 
point. 


Defense Program Gives 
Better Business Index 


Dayton, Onl0o—Another index of 
good business in Dayton as a result of 
the huge amount of national defense 
work being carried on in this city is the 
fact that Dayton industrial payrolls 
were up 22 per cent in January over 
the same month of a year ago, although 
this was a decrease of 6 per cent over 
Dec., 1940. The drop is considered nor- 
mal inasmuch as December payrolls 
are always the heaviest of the year. 

Building permits issued in January 
reached the highest point since 1929. 
The total for the month amounted to 
$533,415 or roughly three times as 


great as any January during the past 
four years. This January total is 
topped only by January, 1929. 


Compare Your Figures 
With These 

[CONTINUED FROM PAGE 43] 
intended to fit out every retailer with 
matched 


teed to improve his business game. 
“But something may be learned from 
a comparison with other similar enter- 
prises, much as there is sense in com- 
paring the height and weight of a 
growing child with the averages for his 
age eee 
- “Any one store’s deviations from the 
Survey averages may indicate advan- 
tages or disadvantages, unavoidable ne- 
cessity or error in management.”’ 


Allan Store Plans Remodeling 


HAZLETON, Pa., Feb. 12 — Prepara- 
tory to remodeling the store, Allan’s 
Shoe Store, of 6-8-10-12 North Wyom- 
ing Street, is holding a clearance sale 
of its $50,000 stock. The remodeling 
program, which will be launched in 
several weeks, will include enlarging 
the present storeroom. 
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GENUINE 
MOCCASIN 


[47] 





AT ONCE DELIVERY 











CAN YOU BEAT THIS PRICE? 


@ Rawhide Laces 
@ Raised Moccasin Toes 


@ Genuine Leather Uppers 
@ ? tron Panco Orthopedic Rubber Soles ‘2 


@ Rolled Collars 


18 STYLES IN STOCK 


Send for New Catalogue Series 111 








The Arnoff Shoe Company, 101 Duane St., N.Y. C.| 





Obituaries 


Samuel Shapiro 

West NEwTon, Mass.—Samuel Sha- 
piro, 61, head of the Gardiner Shoe 
Company, Gardiner, Me., died recently, 
at his home, here. He had been in the 
shoe manufacturing and tanning busi- 
ness for 35 years, having operated for- 
merly in Haverhill, Marlboro and South 
Braintree, Mass. 

Mr. Shapiro, was a member of 
Temple Lodge of Masons. He is sur- 
vived by his widow, a son, George I. 
Shapiro, and two daughters, Mrs. 
Henry S. Rubin and Mrs. Charlotte 
Cashman. 


George A. Lawrence 


NEwarRkK, N. J.—George Albert Law- 
rence, 74, retired Newark customs shoe 
manufacturer, died, recently, in the 
Presbyterian Hospital after a three- 
months’ illness. 

Mr. Lawrence, who lived in Irving- 
ton, was a native of Raundo, North 
Hampshire, England. He came to this 
country in 1909 and became a foreman 
for the Thomas Cort Custom Shoe 
Company in Newark. He was a mem- 
ber of Pythagoras Lodge, F. & A. M. 

He leaves his widow, a son Sydney 
W., of Washington, and two daughters, 


Mrs. Harry Saynor of West Orange, 


and Mrs. Charles P. Gebhart of New- 
ark; three grandchildren and three 
great-grandchildren. ; 


Frank N. North 


INDIANAPOLIS, IND.—Frank N. 
North, father of Frank T. North, ad- 
vertising director, Marott’s Shoe Store, 
died, recently. He was 57 years old 
and was commercial agent for the 
C. & E. I. Railway Co. He was widely 
known in shipping circles. He is sur- 
vived by his widow, two sons and two 
sisters. 





Children’s Shoe Sales Fill 


Lull Between Seasons 


DENVER, CoLo.—To fill in the lull be- 
tween active shoe-buying seasons, the 
Fontius shoe company, Denver, runs a 
sale of their children’s shoes a little 
ahead of the regular semi-annual sales 
of adult shoes. They find that this 
stimulates sales of the children’s line 
at this time and gets the rush of busi- 
ness in this department over before the 
adult shoe sales begin. 

Before these semi-annual sales sales- 
men contact customers by telephone 
solicitation. They find this method to 
be the best of all kinds of advertising 
in stimulating individual sales at any 
season of the year. 


Tulsa Store Completes 
Remodeling 


TuLsa, OKLA. — The Hedges Foot 
Relief Shop, at 18 East 4th St., Tulsa, 
has just finished a redecorating job 
covering the inside of the store, the 
street display window already in use 
and the installation of a new window. 
The new display window is a panel at 
the side of the door to show children’s 
shoes. 

The inside of the store is white and 
chromium, with red and chromium 
chairs and red plush display cases, 
green carpet and curtains of green at 
the door of the X-ray booth. Both 
windows were outfitted with plush 
backgrounds, a red base with white 
trim for the children’s window and 
white base with red trim for the adult 
window. 

The Hedges shop, of which Ted M. 
Hedges is proprietor, has been in Tulsa 
since 1933, at the present location 
since 1934. 


Store Destroyed in Fire 


STATESBORO, Ga.—The Favorite Shoe 
Store, owned and operated by Roy 
Green and William Smith, was entirely 
destroyed here recently, when fire swept 
through the Holland Building in the 
heart of the business section with a loss 
of more than $50,000. 











“The Point-of-Sale is still the keystone of 
the arch on which the plan of sale stands 
or falls—” 


F. W. Stewart, Jr. 
of Stern Bros., New York City 











SPRING 


Eye-cctching Bunny and Egg 
design in fuchsia and yellow on 
a white background. Ticket in 
harmonizing colors. 














CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 

Supplied with annual services. 
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Everyone Passing 


is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60¢ each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $!.10—1i2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D. PREFERRED 


MERCHANDISING AIDS 





Pouy Cue Polly Clips 
for Price Tickets For Price Tickets — Adjustable 
| —Tilt at any angle. 





Recorder Stock Record 
Tickets 
Natural View for shoe cartons. Cyclone clips 
SHOE HOLDER 





Polly Shoe Holder 


to display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combino- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen rte or en .... $2.00 

















(Cross out 


6 dozen (printed or blank 1.10 
| dozen (printed or blank 0.25 


reer eer rrr rrr 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5.00. 


SERVICE 


Children’s Shoes and Women’s Hosiery. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


CARD 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


Women’s, 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards. 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 
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STORE NAME 


§ 
= 
: 


STREET = 


for 





deliv- 


SERVICE MONTHLY HOLDERS TICKETS 


payable 


per month. For 





Ne. 1 $5.00 6 100 


| 
< 
~ 
z 
z 
a 





additional 


4.00 4 100 





- per year, 


$ 
card holders. 





and agree to return the 


month 
each month’s service 























For this service we will pay 
cash in advance, full year’s 
service, 5% discounts. Checks 
from foreign subscribers 
must be drawn on VU. S&. 
banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 


FOR 
per 
ered, 





MERCHANT atiay 


: 1 FOR ITSELF + IN oe 
( fet ’ BOOT € SiO 


INCREASED BUSINESS 


/ Mi tb ( oupor A wt 15 Ecor' : 


so" 


CAGO-iLI 























. IM- 


«+ Consisting 
PRINTED TICKETS, at 35¢ per 


. ecard hold- 


ers (with the first month's 


service), ....... 


. cards, and 








"Selling Messages,” 


WW S95 Aes 


WN 








for Card Service No. 
. blank tickets each 


fifty, additional. 


“B” — Deep Lavender & “D” Rose, blue “O” Salmon, blue “P” Blue & yel- 
Green design—pink back. & yellow on white & black on white low on white 
greund. background. background. background. 


SIZE: 1/2" 12%4"—Prices on opposite page. 


Please enter our order for the 


Recorder 
beginning with MARCH 


continuing monthly for 


year, 
of 
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eogted Manrhe, 








SALESMEN WANTED 


LINE WANTED 


POSITION WANTED 





HOE SAL ESMES to handle world’s finest 
line of oy oe Want only a 
of eee sae well = in their t 
Give complete information to HOUSE 
OFF PAYRIN, Louisville, Kentucky. 





Seen for Nationally 
Footwear, Moccasins; 
Work; tt Riding Besta, dios other itnme fentured 
im attractive 42 page catalog. Ideal sideline for 
= with established trade. S commis- 
itories ew Jersey, 
. New York Sta’ Seamplonela, entire 
Southern and Western Address x 
33, care of Boot and Shoe Recorder, 100 
42nd Street, New York. 





Saas FOR Maine, New Ham hive, ¢ and 
‘ced Child: - =) oe Girls’ 

ir 

i ay Give full details and refer- 
yg = care Boot & Shoe Recorder, 
100 East 42nd eet, New York, N. Y. 





FOR SALE 


FOR SALE: Established F; Shoe Store 

and Repair Shop. Low rent. 

In Los Angeles, Address 366 care Boot & 

ee Peeeeder. 100 East 42nd Street, New 
ork, i 








MERCHANTS’ NEEDS 








MATS FOR YOUR 
NEWSPAPER ADS 


Send for your copy of this month's 
Eliminate high cost of ART- 


ae 














Growing Demand for 
Bowling Shoes 


INDIANAPOLIS, IND.—The marked in- 
crease in demand for bowling footwear 
necessitated special advertising and fea- 
turing of shoes for bowling, at Marott’s 
Shoe Store. From all indications the 
demand for this type of footwear will 
reach a new high in volume this season. 
In fact, since bowling has become a 
year-round activity, special attention is 
being given this line of footwear. 





DESIRE CONNECTION 
lete 


New York, N 











Fp WANTED: By highly experienced sales- 

oo — clientele in Virginia, West 
Virginia, N orth and South Carolina. Address 
258, core Bow & ; - =m 100 East 42nd 
Street, New York, N. Y. 





WANTED TO PURCHASE 








SHOE STORES WANTED 


Onusual references on request. 








Buyers of Surplus Stocks 
ole Se te te © ate ae d an 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


Ps oes ae, a om 


whura 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 

















©. Church 
New York City 








MANUFACTURERS, ATTENTION! 


Iam a seasoned shoeman with eighteen 
years’ practical experience styling and 
designing shoes and selling well known 
lines to the retail trade from Kansas 
City to Boston. Educated as an archi- 
tect; I can design men’s or women’s 
shoes and make patterns; I have had 
the complete responsibility of running 
a factory. My broad background of 
shoe experience will prove a profitable 
asset to some manufacturer who needs 
sound advice on styling plus genuine 
sales ability to help put his line over. 


Address 65 care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











MERCHANDISE MANAGER: 18 years’ ex- 
perience chain stores; Merchandising, 
Distribution, assisting buying; knowledge stock 
control ; capable taking complete charge; mar- 
ried; age 36; excellent references; wishes con- 
nection, anywhere. Address $63, care Boot & 
Shoe Recorder, 100 East 42nd St., New York, 





S HOE Buyer—Of sales promotional ability 

wishes to make change. Well versed in 
modern merchandising systems, knows markets. 
Wants Department store or chain connections. 
Address $55, care Boot & Shoe Recorder, 209 
So. State St., Chicago, II. 





Hugh B. McCusker 


Detroit, MicH.—Hugh B. McCusker, 
75, who operated a west side shoe store 
here at Myrtle and Eighteenth Streets 
for about 30 years, died February 3 at 
his home. He was born in Ireland, com- 
ing to Detroit in 1870. There are no 
immediate descendants. 


Lansing S. Nash 


New Britain, ConN. — Lansing S. 
Nash, who recently retired from the 
North & Judd Mfg. Co., manufacturers 
of shoe buckles and trimmings, follow- 
ing 50 years of service with the com- 
pany covering the shoe trade, died re- 
cently at his home in Short Beach, 
Conn. 





address should be counted. 


advertising is payable 
Advertisements for this pa 





all other classified advertisements 
twelve words should be added for the address. In 


all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
must be in our New York ofice on Friday of the week precediox publication. ™= 


CLASSIFIED ADVERTISING RATES 


Lines Wanted” advertisement is 4 cents per word for all undisplayed 
the rate is 7 cents per word. 


Minimum 
all other cases each word 
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Taxes Take Big Cut 
Of 1940 Earnings 


New York—lIncreased taxes for 1940 
absorbed much of the gain in profits of 
leading companies, and in some cases 
caused net incomes to decline, a study 
by the National Industrial Conference 
Board of 1940 financial statements re- 
vealed. 

For a group of 120 industrial com- 
panies, Federal income and excess- 
profits taxes were found to have risen 
i41 per cent for the year, reducing the 
37 per cent gain in profits before deduc- 
tion for taxes to only 14 per cent after 
taxes. Six machinery companies in 
this group had increases in taxes which 
amounted to more than 300 per cent 
and lowered their income from a “net 
before taxes” gain of 100 per cent to 
a “net after taxes” gain of 47 per cent. 
Earnings of six chemical producers in 
the group showed a decline of five per 
cent after taxes. This was owing to 
the fact that while earnings rose 28 
per cent, federal taxes increased more 
than 200 per cent. 

For a group of 33 companies which 
had earnings of one million dollars or 
more last year and which were subject 
to the excess-profits taxes, it was as- 
certained that the gain in total tax 
reserves equaled 89 per cent of the 
gain in income before taxes, and that 
net income after taxes rose only five 
per cent. Total tax reserves jumped 
163 per cent, or from $101 million to 
$266 million. Of this latter amount, 
$89 million had to be set aside for ex- 
cess-profits taxes. 

The Board’s study reveals that while 
income is responding to the stimulus of 
the defense program, business is at the 
same time paying heavily toward the 
cost of building defense. In the case 
of two large machinery companies, a 
smaller amount was reported available 
for stockholders than was allowed for 
federal taxes and excess-profits taxes, 
53 cents out of every dollar of income 
before taxes having been appropriated 
for tax purposes. For twenty-eight 
companies not subject to the excess- 
profits taxes declines in net income 
were reported by twelve companies 
with earnings of a million dollars or 
more. Net income after taxes increased 
from $171 million in 1939 to $240 mil- 
lion, a gain of 40 per cent; their tax 
bills rose from $38 million to $70 mil- 
lion, an 84 per cent gain. 

Among companies paying heavily 
through taxation for increased busi- 
ness were those in the automotive in- 
dustry. These showed an average gain 
of only six per cent in net income as 
compared with a 179 per cent rise in 
tax reserves. Steel was less affected. 
Tax reserves of eleven steel companies 
increased 127 per cent but were equal 
to only 23 per cent of their income be- 
fore taxes, as compared with 42 per 
cent of earnings before taxes in the 
machinery industry, 39 per cent in the 
automobile, and 36 per cent in the chem- 
ical industry. 

Net income after taxes for all 475 


companies experienced an average in- 
crease of 17 per cent; or, in figures, 
rose from $1,592 million in 1939 to 
$1,861 million in 1940. This increase 
compared with an average of 19 per 
cent for 387 industrial companies, 
which had aggregate profits amounting 
to $1,283 million, as compared with 
$1,079 million for 1939. While the 
average gain over 1939 for durable 
goods industries amounted to 37 per 
cent, non-durable goods industries 
recorded only a three per cent rise. 


20 N. E. Firms Received 
Government Orders in 1940 


Boston, Mass.—Twenty New Eng- 
land manufacturers of men’s shoes re- 
ceived government orders for over 
2,764,303 pairs of military shoes from 
the Army and Navy Departments with 
a total value of $9,072,502.50, accord- 
ing to a survey prepared by the New 
England Shoe and Leather Association. 
The total awards on these government 
orders to all successful manufacturers 
amounted to 7,131,543 pairs, and there- 
fore, New England’s share of the gov- 
ernment business to date has equalled 
39 per cent. 

The total of awards granted to manu- 
facturers in the several New England 
shoe states is presented below. It 
should be pointed out that these data 
are not all inclusive as awards on some 
of the small contracts were not avail- 
able. 

No. of 
Manufac- 
turers Pairs 
Massachusetts .. 16 2,264,967 
New Hampshire. 3 449,336 
50,000 


2,764,308 


Total 
$7,556,172.58 
1,349,829.92 
166,500.00 


$9,072,502.50 





New England . 20 


Visits Accounts by Air 


WoRcESTER, Mass.—Chester D. Hey- 
wood, president of the Heywood Boot 
& Shoe Company, is on a trip by air 
through Texas, the Southwest and the 
Coast visiting the company’s accounts. 
He plans to be with the Heywood Coast 
representative, E. Casey Jones, in Los 
Angeles and San Francisco early in 
March. 


Leather Firm Appoints 
N. E. Agent 


Newark, N. J.—J. Lichtman & Sons, 
tanners and leather manufacturers, 
have recently appointed John H. Dowd, 
179 South Street, Boston, as their sales 
representative in Massachusetts, New 
Hampshire, Vermont and Maine. 


On Vacation in South 


INDIANAPOLIS, IND.—George Hewitt, 
widely known shoe salesman in the mid- 
west, is now enjoying a much needed 
rest touring the South, and will remain 
in Florida for the Winter. He is one 
of the pioneer traveling salesmen and 
member of the Indiana Shoe Travelers’ 
Association. 


LEARN 


ADVERTISING 
NeOsLOTTT 


IF you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 


Write today for the free booklet - 
. «it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 

















Elected Head of Merchants’ 
And Buyers’ Week 


BLUEFIELD, WEST Va.—Fred Faulk- 
ner, oldest salesman from point of ser- 
vice with the Commonwealth Shoe & 
Leather Co., Whitman, Mass., was 
elected president of the Merchants’ and 
Buyers’ Week, here, at their recent 
semi-annual meeting. 

Mr. Faulkner was one of the original 
founders of this group which was or- 
ganized in Pocahontas, Va., 22 years 
ago. 


Recommends Broader Base for 
Unemployment Insurance 


WASHINGTON, D. C.—The Social Se- 
curity Board has recommended to Con- 
gress that the base of Federal unem- 
ployment compensation insurance be 
broadened to reach employers of one or 
more persons. This type of coverage 
already prevails in several states be- 
cause of the enactment of specific legis- 
lation but generally the tax reaches 
only employers of eight or more per- 
sons. 


Starts Own Business 


So. NorwaLk, Conn.—S. L. Baker, 
for 16 years with the G. R. Kinney 
Company as manager of their South 
Norwalk store, recently started in busi- 
ness for himself under the name of 
Baker Shoe Co. 

He carries a complete line of men’s, 
women’s, misses’, and children’s foot- 
wear; hosiery and women’s bags. 
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Army to Install Shoe Repair 


Shops at Camps 


WASHINGTON, D. C.—The Quarter- 
master Corps is studying the problem 
of shoe repairs, and has established 
a policy of maintaining repair units at 
cantonments where commercial shoe 
repair organizations cannot handle the 
large volume of repair work necessary 
to maintaining proper footwear for the 
Army. 

By April, it is expected, shoe repair 
units will be installed at Fort Devens, 
Mass.; Indiantown Gap, Pa.; Camp 
Lee, Va.; Fort Meade, Md.; Camp Liv- 
ingston, La.; Camp Claiborne, La.; 
Camp Bowie, Tex.; Fort Riley, Kan., 
and Fort Leonard Wood, Mo. Repair 
units also will be set up in Puerto Rico 
and the Philippine Islands. Workmen 
employed at these shops will be civil- 
ians drawn from Civil Service rolls. 

The Quartermaster Corps, in addi- 
tion, is experimenting with the use of 
a mobile shoe repair unit at Camp Lee. 
This unit will have the same equipment 
as the stationary shops and will be 
capable of repairing 200 pairs of shoes 
per day. 


Resort Footwear on 
Colorful Side 


Miam!1, Fia.—E. J. Sanders, of the 
Crittenden Bootery, and head of the 
Burdine shoe department, is emphatic 
in the belief that the three leading 
colors this reason in resort footwear 
will be a red orange, a sunshine yel- 
low and a brown that comes between 
tan and beige and is to be known as 
Teddy Bear brown. Cerise is also of- 
fered in the Burdine Sunshine Fashion 
shoes, and turquoise will be a good blue. 
Because of the difficulty in finding 
leather dyes to match the colors in 
Burdine’s Sunshine Fashion color card, 
one line of shoes will be made of cot- 
ton Ripcord, a Burdine original, which 
has been developed in all sorts of 
sports clothes—skirts, shirts, bags, 
beachwear and coats as well as shoes. 
This is an imported shirting fabric and, 
according to Mr. Sanders, is bound to 
be “tops” for smart resort shoes. This 
will be developed in eight colors in 
every type from play shoes to dressy 
sandals, including all models of pumps 
and whatever else is needed to complete 
the shoe wardrobe. 

The Cinderella resort shoe has also 
made its. appearance. This is a heel- 
less model and is offered in more than 
20 shades. The vamp is of stretchable 
plastic with small circular suede 
patches appliqued. It is shown with a 
single color or in an endless variety of 
combinations. For evening the same 
shoe has gold or silver kid appliques. 
This high fashion exclusive Sunshine 
model has a high heel and is to be 
featured as a “fairy tale color.” 
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Bigg. 


BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass 
ARNOFF SHOE COMPANY, New York City 


| BANCROPT-WALERER CO., Waltham, Minte. 2... oo... ccc cc cect ccc ccc cccccccs 
BASS, G. H., & CO., Wilton, Me 
enn MU, POOR Raa. i. kek ek sins Sa cc cccceccctcieses 


ee ee OO ee Cosmas pabcoccoucscswcecdcess 


| FOOT SADLS, INC., St. Louis, Mo 
| GILBERT SHOE COMPANY, Thiensville, Wis 
| GOODWILL SHOE CO., Holliston, Mass 


GREEN, DANIEL, CO., Dolgeville, N. Y 
GREEN SHOE MFG. CO., Boston, Mass 


| HEALTH SPOT SHOE SHOPS, INC., Danville, Il 
| HERBST SHOE MFG. CO., Milwaukee, Wis 


HUTH & JAMES SHOE CO., Milwaukee, Wis 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 


| MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 

| NUNN-BUSH SHOE CO., Milwaukee, Wis. ..................ccccccseues 3rd Cover 
| ROBERTS-HART, INC., Keene, N. H 

| UNITED STATES RUBBER CO., INC., New York City 


LEATHER AND OTHER MATERIALS 


| EVANS, JOHN R, & CO, Camden, N. J 

| HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa 

| KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich 

| KISTLER LEATHER CO., Boston, Mass 

Se SE Gag OI Ri Bes wcicccccvensccecccncssteccacesecesces : 
TANNERS COUNCIL OF AMERICA, New York City 


~ 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT DE NEMOURS, E. I. & CO., INC., Arlington, Del 


EVERETT & BARRON CO., Providence, R. I 
eS Sees CE PEET EEE eET eer Eee 
UNITED FAST COLOR EYELET CO., Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND ACCESSORIES 


KAWNEER CO., THE, Niles, Mich 
SCHOLL MFG. CO., INC., Chicago, Il 
SHU MAT CO., Columbus, 0 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa 
KIRSCH-BLACHER CO., INC. New York City 
RUBIN, IRVIN, New York City 

VINCENT EDWARDS & CO., INC. New York City 





CORONADO Last STANFORD Last ENSIGN Last 
Style No. 328 Style No. 473 Style No. 394 


kor Early Spring 


at WOUBLE TANS 


Put double emphasis this spring on Nunn-Bush 
DOUBLE TANS. Every shoe merchant 
feels the need of special promotions as “‘winter”’ 
styles lag and before the sale of sports begins. 
Nunn-Bush DOUBLE TANS provide ex- 
cellent ammunition for this period —an effect- 
ive special promotion for EX TRA sales. 
Nuwnn-Busn, Milwaukee - New York - San Francisco 


Complete stocks — all three locations 


Nunn-Bush 
Ankle fashioned 
Orvfords_ 


Most Style les 


$859 to $1980 








HARRIET. . STYLE NO. 6290 


BLANCHE. .STYLE NO. 1470 


LORNA. . STYLE NO. 6305 


LEONA... STYLE NO. 6350 





